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.THAT'S SERVICE / 


Show a man some real action and he'll know you mean Our fall and winter lines, Bootmakers, Master Fit- 
business. Our investment in wires (read the Post ad- _—ters, Freemans and Champions, show our sincere 
vertisement above) is sound. Freeman dealers tell us _— desire to give your customers the greatest shoe values 
that once a man gets started on Freeman shoes, he _ in each price range. Set a date to see Freemans, then 
stays with them. Keeping our customers’ customers _—write us and our representative will show you some 
constantly in mind keeps our factories busy. real action. ; 


FREEMAN SHOE CORPORATION « BELOIT, WISCONSIN 
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FRANKLIN D. ROOSEVELT, 
President of the United States, at 
the American Retail Federation 
Forum, said: 

“It would be bad for business to 
shift any further burden to con- 
sumer taxes. The proportion of con- 





sumer taxes to the total is plenty 
high enough as it is. Remember, as 
business men and as retailers, that 
any further taxes on consumer, like 
a sales tax, mean that the consumer 
can buy fewer goods at your store. 

“Therefore, I want to leave the 
proportion between these three 
groups of taxes (consumer taxes, 
personal taxes, taxes on corpora- 
tions, etc.), just where it is now. 

“That means that if we reduce so- 
called deterrent taxes on business 
corporations, we must find substi- 
tute taxes to lay on business corpor- 
ations. That language is as plain as 
an old shoe.” 

* r te 

Hi, REENTS of Hiawatha, Kan., 
writes : 










“I think the low heel proposition 
is the most neglected shoe and 
should be stressed more.” 


~ * a 


ERWIN OBSTGARTEN of Cort 
Shoes, Inc., Cleveland, Ohio, says: 

“There exists today an evil in 
shoe retailing that is constantly in- 
creasing and showing marked ef- 
fects upon the shoe business. I re- 
fer to the practice of large and small 
industrial plants selling work type 
shoes to their employees. These 
shoes are distributed at the plant 





and are sold at cost. Considering 
the fact that many men purchase 
several pairs of work shoes to a 
single pair of dress shoes, most 
stores in this locality (being an in- 
dustrial center) are feeling the ef- 
fects. 

“On the part of the manufacturer, 
is this not the case of ‘biting the 
hand that feeds them’? I would like 
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io know when they start selling their 
employees overalls or furniture. The 
industrial plant would strongly con- 
demn a practice so unjust could a 
similar problem be imposed upon 
them. 

“I earnestly believe steps should 
be taken to correct this.” 





LOUwIS E. KIRSTEIN, merchant 
of Boston—Filene’s—and leader of 
the American Retail Federation, at 
Washington, D. C., said: 

“This First Retailers’ National 
Forum is then, an historic occasion 
for the retail industry. It marks the 
first time that retailers of all kinds, 
large and small, chain and inde- 
pendent alike, have ever convened 
to discuss the basic relationships 
that exist between the retailer and 
his government, the retailer and the 
consumer, as well as between the 
retailers themselves. 

“Tonight the nation’s first citizen 
will speak to the retailer and his 
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customer. The American Retail 
Federation, the craftsmanship of 
retailing, has achieved a new ma- 
turity and a new dignity. 

“We retailers know how impor- 
tant it is to the life of the nation 
that production and distribution be 
maintained and that the stores of 
the nation continue a certain healthy 
volume of business. We know that 
without customers, we can neither 
keep our employees at work, nor 
can we order goods from the whole- 
salers, jobbers, or manufacturers 
who are our resources! 

“To the one million six hundred 
thousand merchants of the United 
States, to their four million em- 
ployees, and to the American pub- 
lic whom they serve, it is an honor 
and a privilege to open this 
Forum.” 

- * + 
JOHN M. STRATTON of A. H. 
Krouskopf & Co., Richland Center, 
Wis., writes: 

“I am a cover-to-cover reader of 
the Boot anp SHoe ReEcorDER and 
enjoy it very much. Editorial and 
Voice of the Trade are helpful and 
very interesting. 





“We had an interesting experi- 
ence with our Kedette display. The 
Kedettes are displayed in a large 
goldfish bowl on the front case, to 
show they are washable etc. Last 
Saturday we noticed two college 
boys near it and one seemed to be 
in distress. Upon examination we 
found one had mistaken the Kedettes 
for fish and tried to swallow one 
hut couldn’t make it. His buddy 
stood by calling him a sissy.” 


GORDON SELFRIDGE, manager 
of the big London department store 
which bears his name and manag- 
ing director of the Selfridge Pro- 
vincial Stores, Ltd., which operates 
15 additional retail establishments 
in London suburbs and other parts 
of the country, believes that busi- 
ness would be much better in the 











—New York City has 2500 build- 
ings of ten stories or higher. a 

—Skyscrapers are no novelty to 
average American, a — 

rou together on this 

oi end of Manhattan will 
give visitors to the New York 
World's Fair something to look up 


to. 
—Bermuda is situated further from 
land than any other place in the 
‘orld 


world. 

—The original patentee of the rub- 
ber sole and heel was, according 
to the Aberdeen (Scotland) BON- 
ACCORD, an Aberdeen school 
teacher — Mr. William Beverly. 
The first venture was not success- 
ful, however, as the rubber used 
was light red and too conspicu- 
ous, while the “fixing” of the 
soles was unsatisfactory. 


| Se a 


President 





United States if it were less influ- 
enced by politics. Fundamentally, 
conditions are sound in this coun- 
try, he said, in an interview. 

“Business,” he said, “reacts more 
to politics here than it does in 
England. Politics does things to 
business.” This, he believes is be- 
cause, as a nation, we are more 
emotional than the English, in 
which connection he pointed out 
that, despite war scares (“We refer 
to them merely as ‘more trouble,’ ” 
he said) retail trade in the city of 
London showed a drop for the last 
fiscal year of only 6 per cent; and 
for the country as a whole of only 
2 per cent. The German invasion 
of Austria, he said, had its effect on 
business for about 30 days. The 
next crisis, that of Munich, slowed 
things up for only about two weeks; 
and the most recent scare lasted in 
the minds of the consumer for not 
more than a week. 
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The English government behaves 
differently toward business than 
does the government in this coun- 
try, Mr. Selfridge remarked at one 
point. Here, for instance, although 
Mr. Selfridge did not allude to it, 
the Federal government is presumed 
to be looking askance at the crea- 
tion of monopolies through the 
ownership of patents. In England, 
and Mr. Selfridge made this per- 
fectly clear, the ownership of a 
patent varries with it legal rights 
far beyond those usually associated 
with what we think of as monopolies 
in the United States. 

“The owner of a patented shoe, 
for instance,” he said, “is given 
wide powers under the law. One of 
the most important is that of setting 
the price at which it shall be sold at 
retail. He can fix the price at any 
figure he chooses—high or low. 
There is no legal limit. He can go 
farther than that and refuse to sell 
to anyone to whom he does not care 
to sell, which in turn gives him the 
right to compel the retailer to main- 
tain the fixed price because he can 
enter into a contract with the re- 
tailer and the latter is legally liable 
if he changes the price even one 

nny. 

Mr. Selfridge, who is in this coun- 
try on his annual trip, expects to 
visit New York, Washington and 
Chicago, and may extend his trip 
to include the West Coast. He has 
also attended the annual meeting of 
the American Retailers’ Associa- 
tion. 


* * * 


Cs a ame 


BBOWN the Memory Lane, we 
record the visit of B. C. Bowen with 
Bob Roberts at DeLand, Fla., a 
short time ago. That grand old 
veteran of the leather business who, 
for 15 years, sold Carl E. Schmidt 
leather throughout the land, is now 
83 years old. And if you remember 
his good humor, for which he was 
nationally famous, be it known it is 
as keen as ever. A little piece of 
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the conversation between the two 
friends: 

Barney Bowen: “You sure are 
clicking on all eight cylinders. As 
good as ever!” 

To which the octogenarian re- 
plied: “There is nothing the matter 
with me above the elbow.” 

They talked for hours about men 
of the industry; and this might 
serve as a reminder for those of our 
readers who would be inclined, to 
drop him a note for auld lang syne. 


* a ” 


Hi, LEVY, assistant buyer at the 
May Company shoe department in 
Denver, Colo., remarked: 

“Closed up types of shoes are 
just around the corner and we are 
glad. Such radical changes and so 
many styles have made a difficult 
shoe season for all of us and we are 
glad to see the shoe business get out 
of the millinery class. The return 
of the more standardized shoes will 
result in more perfect fitting and a 
proportionate decrease in shoe com- 
plaints. 

“Spring selling at the May Com- 
pany was about average with last 
year. Spectator types in white with 
tan, blue, and brown trims are being 
asked for in a lively way at this 


time.” 
ot * * 


EDGAR J. KAUFMANN, of Kauf- 
mann’s, Pittsburgh, Pa., said at the 
recent Retailers’ National Forum: 

“Let us for a moment consider 
how our relations with manufac- 
turers, labor, and also advertising, 
affect the consumer today. When it 
comes down to producing new styles 
or types of merchandise for a com- 
ing season, both the retailer and the 
manufacturer often spend much 
time discussing what the consumer 
will want—perhaps one should say 
what the consumer will ‘fall for.’ 
In these conferences the consumer 
has rarely been approached direct- 
ly. This is somewhat less true of her 
reaction to existing merchandise; 
where she has at various times and 
places, and in various ways, been 
questioned. Never, except in. one 
New York fashion store, has she 
been asked to come behind the 
scenes, never has she been con- 
sidered as someone who could add 


to the process of national produc- 
tion—just as we have pointed out 
that she does add to the process of 
economic production within her 
own home. The nearest approach 
to this is questioning the salesper- 
son who has daily contact with the 
consumer, as to what she thinks will 
sell. But every knowledge which we 
have of the consumer is colored by 
the fact that we meet her under the 
pressure of selecting from existing 
merchandise and under the very 
great pressure of psychologically 
skillful advertising. It is at. this 
point that present-day advertising 
takes such an unfair advantage of 
the consumer and forces a terrific 
conflict between her attitude to her 
family as a practical buyer and her 
altitude to her family as the up- 
holder of their social postion.” 








When All the World is Young, Etc. 


When all the world is young, lad, 

And all the trees are green, 

When both your feet are sound, lad, 
And joints are smooth and clean, 

Then hey for proper boots, lad, 
And ‘round the world or nay 

Your stride will keep its spring, lad, 
Nor will your hair turn gray! 


Se: 
Bevis a 
AN 


4 





[15] 


When all the world is old, lad, 
And all the trees are brown, 
You'll still be stepping high, lad, 
Without an arch gone down. 
You will not have to limp, lad, 

When home again you hie, 

Your feet won't be on fire, lad, 
But fire will light your eye! 

—J. Edw. Tuft. 


THOMAS J. FINNEGAN of 
Charles Finnegan Company, Stone- 
ham, Mass., says: 

“I believe white shoes are dis- 
played too early. The latter part of 
March I took a ride to Lowell, 
Haverhill and Lawrence. I looked 
the shoe windows over very care- 
fully and every window had white 
shoes on display in the front part 
of the windows and staple styles in 
the back. This particular day was 
cold and raw, with flurries of snow. 
A pair of arctics felt very com- 
fortable. 

“Now is the Right time for 
Whites—IN SEASON. Give ‘em 
what they want when they want 
whites.” 


BDON F. INNIS of Jones-O’Neal 
Shoe Company, Hutchinson, Kan., 
says: 

“We need more manufacturers 
with retail experience—also stylist 
and pattern men who have had 
some experience at the fitting stool. 
A little less ‘brainstorming’ on their 
part.” 


difon 


oe 


“I'd like to see something in crepe soles.” 
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Fashion Editor. 








Adaptation of the Dutch 
shoe with rocker bottom 
and wedge heel. Note 
cork sole. Beachcraft. 










Duo Snug sandal pat- 
ented by Huiskamp Bros. 
(Keokuk, lowa.) 







Red, white and blue 
linen play shoes by Joyce 
add just the dash of 
color needed for this 
white piqué costume, 
strictly tailored, with 
pleated skirt and short 
mess jacket, worn by 
Bernice Berwin, the 
“Hazel” of NBC's “One 
Man's Family.” (From 
Broadway, Hollywood.) 
















RADIO STARS PICK SUMMER STYLES 


Classic and novel patterns in white and colored play shoes please members of 
NBC's “One Man's Faatiig”’ whe know their shoe styles and like cariety of types 
for their smart play wardrobes 


SUMMER has arrived feet first, with the glamour who enjoy all the outdoor sports offered by this South- 
spotlight focused on the pedal extremities. Never before ern California climate, especially favor the new low- 
have shoes played such an important part in play cos- heeled, platform styles. Barbara Jo Allen, who is heard 
tumes, as they have this season and the manufacturers as Beth Holly, prefers the mesh oxfords with wedge 
are up to their necks in order to supply the great demand heels Which she wears in a combination of brown kid 
not only for white models, but for every conceivable with white\mesh. Little Winifred Wolfe, known to radio 
color, design, print and fabric in play shoes. In fact, listeners as\“Teddy,” likes the side-laced oxfords with 
this year all-rubber shoes, done in very flashy styles have open toe and heel in a solid color. Bernice Berwin 
found a prominent place on milady’s shoe rack. (“Hazel”) wears red, white and blue linen coolees and 
Feminine members of NBC’s “One Man’s Family” [TURN TO PACE 56, PLEASE] 
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Top row, left: Smart comfort in this street oxford of brown reverse and alligator 

calf by Irving Drew. Right: Popular pump pattern in wine suede with moccasin 

effect in fine detailing by Selby Styl-EEz. Middle: Well-tailored spat step-in, with 

goring, in combination of smooth and reverse calf by Vitality. Bottom left: Three 

leading style notes in this alligator calf pump with bow trim by Brauer Bros. 

Right: Beautiful lines and detailing in this walking oxford with walled last, moc- 
casin toe and “antiqued” finish by Florsheim. 











BEAUTY and PRACTICAL DESIGN 


Feature FALL STYLES for WOMEN 


SHOE styles have gone sane this Fall, but that does not mean they have 
gone dull or stodgy. They are all the more interesting because they are 


ruled by reason and good taste. Designers seem to have known where 
they were going and, as a result, the fashion picture is clearer and more 
satisfying than it has been for a number of years. 
Several marked trends emerge from the Fall shoe showings. First and 
foremost, the smartest patterns are comfortable patterns. Heels are fre- 
quently low. Lasts—which are the biggest news item—are often walled, 
me 


giving toes freedom from pressure, and broad of tread, allowing the foot 
to spread comfortably. Both ideas are answer to the need for comfortable 
closed shoe patterns. In the turned-up toe there is the same combining of 




















Basie Comfort Features. 


New Styles in Lasts Hare 


Patterns and Treatments 


Flatter the Foot and Combine Smariness with Dignity 


style and comfort features. Judging by the obtrusive 
toes we have been seeing this Spring, a toe construction 
of this kind will be an absolute necessity for Fall closed 
toe shoes. 

The evolution of this Turkish toe is interesting. Its 
immediate inspiration is the Dutch rocker bottom sole. 
Its more historic source is the bull dog toe of pre-war 
days. The rocker bottom grew out of a trend to peasant 
types of several different origins, which brought into 
vogue walled lasts, square toes, broad treads and thick 
soles. Interest centered in the region of the sole. Start- 


A STUDY of FALL SHOE TRENDS 
by ELEANOR BUTLEDGE 


ing from a novelty beach shoe with three-inch clog 
soles—first noted nearly two years ago—the thick plat- 
form sole was born. This was thinned and refined for 
street and dressy wear. Although the platform sole has 
suffered an eclipse in Fall lines, it still has many possi- 
bilities for sport and play shoes and will probably con- 
tinue in these types. 

Another development in the area of the sole in the 
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Above 
pattern which will be popular fo: 
Fall. Beautiful detailing in stitching 
and ribbon trimming my J. & T. 
Cousins. The new broad tread is 
both a style and comfort feature in 
this attractive suede step-in trimmed 
with patent leather and fine gros- 
grain ribbon, also decorative goring, 
by Julian & Kokenge. Flattering 
lines in the V-throat step-in of elas- 
ticized gabardine and patent, a 
Brown Air-Step design. 


On the opposite page-—-Top to bot- 
tom. Smart lines in this black 
suede step-in with elasticized area 
in vamp by Friedman-Shelby. Ex- 
treme simplicity of treatment char- 
acterizes this black suede oxford. 
Note opening at base of lace stay, 
a typical Fall 1939 idea by John- 
son, Stephens & Shinkle. Two 
style revivals in this Theo tie of 
green kid with the 1939 version 
of the bull dog toe by Johansen 
Bros. Elasticized black suede 
vamp and smooth calf quarter 
and tip. Wine calf is combined 
with black in the toe trimming 
by Tweedie Footwear. 


Right—Top to bottom. Brown 
kidskin and gabardine in attrac- 
tive asymmetric step-in, with 
button giving a smart tailored 
finish by Blue Ribbon shoemak- 
ers. Revived interest in the 
D’Orsay line is one indication 
of the trend to flattering pat- 
terns; shown here in brown 
suede trimmed with contrasting 
smooth calf by Queen Quality. 
Something of the boot in this 
unusual gore pattern of smooth 
calf and suede with patent trim 
and row of decorative buttons 
by Krippendor}-Dittman. 


Top to bottom. Smart classic 





past few seasons has been the “niddguard” 
treatment. This ‘is stil} used im various rod) 
fications but the “more popular idea is the 
moccasin toe adapted to all types of daytime 
shoes. It is lighter in appearance than the 
mudguard and can therefore be used on 
dressier patterns. Both these treatments give 
a shorter look to the vamp and are definitely 
flattering to the foot. 

The trend to flattering outlines is very 
marked. The square toe, the turned-up toe, 
the V-throat and the D’Orsay line, all fea- 
tured in the Fall lines, give grace and beauty 
to the foot. So, also, do the two most popu- 
lar patterns, the pump and the simple, molded 
step-ins. 

The trend to pre-war styles is also strong, 
noted especially in the revival of the spat 
idea—not, we note, the actual separate spat 

[TURN TO PAGE 54, PLEASE | 























Driven by the prod of the wage-and-commission system, the 
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shoe salesman frequently cannot give as much time as he 


ET’S one matter to fit a pair of shoes and another 
matter to sell them. The first requires efficient fitting 
technique, the second requires sales technique. The 
man who can do both jobs expertly is the gold nugget 
of the retail shoe business. 

But gold nuggets, whether in gold mining or shoe 
retailing, are not easy to find. When they are found 
they command a good price. 

Approximately 90 per cent of foot defects and foot 
ailments are caused, according to authoritative statis- 
tics, by improper and ill-fitting shoes. For years foot 
specialists, physicians and osteopaths have pointed the 
accusing finger at shoe retailers, blaming them for neg- 
ligence and carelessness in fitting shoes. Though re- 
luctant to admit it, shoe retailers must concede a certain 
amount of truth in that accusation. 

It stands to reason that shoe men do not purposely 
do a faulty job of fitting (of course, that group does 
not include the large number of shoe men who do a 
conscientious and efficient job of fitting). There must 
he some stronger and undermining force that is at the 
bottom of such careless and negligent fitting. 

That detrimental force is the temptation of sales, and 
even more so, the wage-and-commission system upon 
which most shoe stores function. 





SHOE SALESMAN 
SHOE FITTER... 


should to a sale. 








THERE’S 


In that, the writer believes, is the basic reason for 
the harsh treatment imposed upon innocent feet by 
ill-fitting shoes. Assuming that the shoe clerk receives 
a daily wage of four dollars (though less than that is 
quite common), he receives a weekly salary of twenty- 
four dollars. If he has a family, a car, and perhaps a 
small home of his own he must put a trying strain on 
his blood pressure in order to meet expenses and live 
decently. The result is that he meets his daily sales 
quota as quickly as possible and then swings into the 
commissions accruing from sales above that quota. 
Sales being paramount in his mind, therefore, he is 
tempted, almost forced, to drive all his energies in this 
direction, regardless of the errors made in this drive. 

So in the final analysis it is not the shoe clerk who 
pays for his errors, but it is the customer who gets 
the unfair deal in many instances. The wage-and- 
commission idea is to this extent a system that fre- 
quently results in poor and faulty shoe fitting. Any 
shoe man knows that time, care and accuracy are three 
vital elements necessary in proper and efficient shoe 
fitting. The shoe salesman, driven by the prod of the 
wage-and-commission system, frequently cannot give as 
much time as he should to a sale—especially if other 
customers are sitting around waiting to be. served. 
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Care and accuracy are consequently given shoddy treat- 
ment to the ultimate ill effect on the fit of the shoe to 
the foot. 

Now, after all, the shoe business is a commercial 
proposition whose aim is the accumulation of dollars 
and cents, as is any other business. Thus it cannot be 
expected that shoe stores become totally altruistic and 
give over all their efforts to foot welfare through accu- 
rate fitting, and place the sales factor in second place. 
But does that mean that there is no alternative, and 
that sales being the shoe man’s first love there is no 
hope for a vast improvement in fitting technique? The 
answer is emphatically no. The problem has an an- 
swer, and, in the opinion of this writer, here it is: 

There are a large percentage of feet that are difficult 
to fit, and also a large percentage of customers who 
seldom receive total satisfaction in being shod because 
they are “rushed” into purchasing their shoes. This 
element, including a few others, require special fitting 
attention by a fitting specialist, not merely a salesman. 
However, with the wage-and-commission system the 
siore cannot expect the clerk to give the time required 
for such specialized shoe fitting. He must hustle for his 
commissions like everybody else. 

Now how about segregating one or two of the clerks 
who really know feet and how to fit them expertly? 
Eliminate them from the necessity of hustling for com- 
missions. Put them on salary—a substantial and livable 
salary, at least equal to what they would receive with 
a good week’s commissions plus their former small 


A DIFFERENCE 


wage. Let them handle the hard-te-fit customers, the 
customers who desire and need careful and accurate 
fitting, and the feet that are defective and ailing. In 
this way customers requiring more careful fitting can 
be assured of it—something of which they are often 
in doubt. 

What a fine reputation for careful and efficient shoe 
fitting a store could acquire with a system of this sort! 
The store would lose nothing from sales formerly 
achieved through salesmanship methods. The main 
group of clerks on the floor would still be working on 
the wage-and-commission system and the volume of 
business would still continue to accrue from their 
source. The fitting “experts” working on salary alone 
would through their care and efficiency in fitting build 
up the prestige and reputation of the store as an estab- 
lishment where one could be assured of the best of foot 
care through correct shodding. 

Almost any shoe store spends a substantial share of 
its profits on advertising and creating good will for the 
establishment by every conceivable means. News- 
papers, radio, pamphlets and other such mediums of 
publicizing the store and the shoes it carries are given 
full play within the budget of the establishment. But 
afier the customers are attracted to the store then what? 


From then on is it salesmanship alone that counts? 
Does that give any guarantee of return business—that 
sort of business which is the very heart of any com- 
mercial endeavor? No, something more is needed. 
Something that leaves an indelible impression on the 
mind of the customer. A sort of advertising that is 
worth a thousand times its cost. And yet many, even 
most, managers or proprietors are reluctant to stray 
from the conventional wage-and-commission system by 
paying a good salary to one or two of its total corps. 
Those few extra dollars expended on the “fitting ex- 
perts” are advertising dollars that could find no better 
compensative return. 

It is well known that the public has always been 
aware that many shoe stores are out to sell them shoes 
above every other consideration. Many customers have 
grown cautious to the least essence or sign of sales pres- 
sure being exerted upon them by shoe clerks. They 
wander around from store to store seeking some estab- 
lishment that is not out merely to sell them but to take 
the time and care to fit them. When they do find such 
a store they invariably become loyal and steady ‘cus- 
tomers. And is it not upon such a trade that any store 
enjoys its reputation and success? 

A transient or unsteady trade does not make for 
security and a business constantly on the up-trend. 
Making steady customers is a matter of satisfying them 
and continuing to satisfy them with careful and efficient 
fitting. What better way to accomplish this than estab- 
lishing a corps, even one or two individuals, of fitting 
specialists who can take the time to do their job well 
without having that whip—the wage-and-commission 
system—over them? A job well done has always paid 
the biggest dividends. 


Ze 


> 


How the W age-and-Commission System 


of Compensation Sometimes Operates as 
a Contributing Factor Tending Toward 
Faulty and Improper Shoe Fitting—And 
a Suggested Modification of the System in 
the Interest of More Expert Service, Espe- 


cially for Hard-to-Fit Customers. 





Shoes in the “Wardrobe 
the Washington Way,” pre- 
sented by the Hecht Co., 
Washington, D. C., a 
theme adopted for all sec- 
tions of men’s wear and 
repeated in several win- 
dows. In other windows 
of the series shoes were 
shown for various sports. 











Make This a Profitable 


Men’s Shoe Summer .-- 


THIS is a season in which men’s shoes need the 

stimulus of extra promotion to make up for the lag 

in sales that has resulted in many localities from un- 

favorable weather and a backward Spring. White shoes, 

sports types, Summerweights, ventilated oxfords, wover 

footwear and specialties of many kinds provide the 

ammunition which merchants can use in a front-line 

assault on Summer doldrums. But first they must plan 

the campaign, making use of all of the sales strategy Men will not buy the extra pairs you must sell them, 

at their command, and in every Summer men’s promo- in order to do a profitable Summer men’s shoe busi- 

tion, effective window displays should be a subject of ness, unless they are made conscious of the need of 

prime consideration. these Summer specialties, especially the sports types, 
for a well rounded shoe wardrobe. On the other hand 
if ventilated shoes, woven footwear for Summer com- 
fort, whites and smart combinations for business and 
leisure, are constantly brought to their attention through 
windows and newspaper ads, this should be a peak 
season for the sale of all these profitable specialties. 

All signs point to a record volume of Summer trave! 
between now and Oct. 1. Not only will this Summer 
hold out the lure of two World’s Fairs to induce men 
to go places and see things, but railways, steamship 
lines and resorts are offering unheard of inducements 








Parlor City Shoe Co., of Binghamton, 
N. Y., designed and used this attrac- 
tive men’s Summer shoe display. 








j ing. 
Backed Up by Effective Newspaper Adcertising 


ns at the Fitting Stool Can Give Your Store @ 


‘ otion, 
ned Window Prom 
oe n Premature Markdowns 


shoe wardrobe is 
The idea of ingen recent display by 


ian Stix-Baer & Fuller, St. Louis. 


to tempt people to travel, and travel means extra shoes, 
particularly sports and outdoor footwear and the types 
of specialties enumerated above. 

Father’s Day affords opportunity for another pro- 
motional push on men’s shoes, following your Decora- 
tion Day promotion. Ideas and suggestions for Father's 
Day will be found in the article entitled “Now It’s 
Father’s Turn,” which appeared in last week’s issue. 
This article gave special attention to the possibilities of 
a Father’s Day slipper promotion, as the suitability of 
slippers for gift purposes is traditional, and this year 





they are all the more prominently in the picture be- 
cause of the emphasis on travel and attendance at the 
two World’s Fairs. 

Slippers by no means exhaust the possibilities of 
Father’s Day, however. Sports shoes and all the various 
Summer specialties are all appropriate for gifts, fo) 
men prefer to receive something practical and useful. 

[TURN TO PAGE 56, PLEASE] 


Below—A Saks Fifth Avenue window display fea- 
turing footwear “Oddities for Men.” 
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PAY 


BD OES it pay to make a special effort to sell the com- 
paratively limited number of pairs of shoes that may be 
needed by the members of your local graduating 
classes ? 

The answer is “Yes.” Not only because the immediate 
sales will help, even though limited, but because it gives 
you an opportunity to increase community friendship 
for your store that will pay dividends for years to come. 
This is particularly true in smaller cities where you 
live with your customers—play golf, go to church, and 
attend the same dances, parties. And even in larger 
towns stores know the advantages of making real friends 
for the store. 

In St. Louis, Stix, Baer and Fuller Co., is entering 
upon its ninth year for its Summer School of Arts and 
Crafts for boys and girls from eight to eighteen years, 
the purpose of which is “to bring these children into 
the store and get them to know their way ‘round. We 
have found they come to look upon us as their friends, 
and that is a valuable teen age loyalty building toward 
future patronage of our departments and services.” In 
addition to other interesting features at the conclusion 
of each yearly session, a movie is taken to be shown 
at registration time the following year. 

From which comes the reminder that the idea of giv- 
ing a coupon good for one photograph taken in a local 


MAKE GRADUATION 
“FRIENDSHIP DIVIDENDS” 





A large “mortar board” made of Upson board, 
holds white shoes. The oversize diploma is 


set on the green plateau that holds colored 
slippers. The back panel uses sketches of the 
Prom and graduation. 








Graduation Can Be Utilized by the Shoe 

Retailer to Make Lasting Friends and Pa- 

trons for His Store. A Little Courtesy and 

the Personal Approach Go a Long Way in 

Cementing Good Relations Between the 
Store and Its Customers 


studio (with extras at a nominal sum) is still a popular 
idea to work with the purchase of graduation shoes. 
Also, a blow-up of the group photograph of the grad- 
uating class (or classes) in the window adds a lot of 
attention value to the display. This should be taken 
early, and arrangements made to supply prints at small 
cost to those who may want them. 

That is one angle of the “personal” or “human in- 
terest” idea. Combination promotion can feature “Slip- 
pers for Prom and Graduation” or “Slippers for Your 
Two Big Evenings.” One pair to wear with frothy 
white; the other to match tender pastels. And don’t 
neglect to give the boys as much attention as the girls. 

School pennants and colors are the natural decora- 
tions for the windows, and they should appear in the 

[TURN TO PAGE 52, PLEASE] 
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Aver: manufacturers realize 
their shoes must satisfy your 
customers completely —so they 
make sure that every part, in- 
cluding the heels, is built for 
satisfaction. 


That’s why so many shoes are 
fitted with Goodyear Custom or 
Wingfoot* Heels. Manufacturers 
know that your men customers 
like rubber heels in the first 
place, and that they prefer these 
two handsome, durable heels 
above all others. 


Besides, these same manufac- 
turers know that the name Good- 
year on a heel means quality, 
service and all-round satisfaction 
to all your customers. 


It’s only natural that manufac- 
turers should be willing to pay 


more for these heels. They know 
these Goodyear products help 


you get more satisfied customers 


for their shoes! 





Goodyear’s big magazine and radio adver- 
tising campaign has added more thousands 
to the millions of friends already won by 
Goodyear Heels, TAWPS* and other Good- 
year shoe products. 





- 


frade-maris of The GoodyearT re & Rubber Company 





THE GREATEST NAME IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 








Sa etree 
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OUTLOOM 


The Shoe Buyer Is on the Spot 


@UR office happens to be down in the very mid-center 
of the garment area and all we need to do is to look out 
the window and see madhouses of merchandise-making. 
These are not free men in business but bounden slaves 
to the telephone and telegraph orders for today’s pro- 
duction tonight. Across the street there is a small loft 
that spews out cheap dresses and, so help me, there have 
been nine different manufacturers go broke in that little 
plant within a year. The bargain basement vultures are 
evidently tipped off when they have a frantic need for 
cash to cover payrolls and presto—the place is empty. 

Little ambitious men burn their lives out in a few 
months to satisfy the short-order, quick-order demands 
of department stores all over the country. When you 
see the human horses pushing the racks, filled with gar- 
ments, along the streets, you are looking at the conse- 
quences of frantic buying and last minute selection of 
“sure-sellers.” 

Let us say to department store men, one and all, that 
if you think that is the eventual service you are going 
to get out of shoes, you are very much mistaken. 

Within this very block of tall buildings, you can get 
all the supplies from fabrics to thread and binding, 
buttons, belts and what-not on an instant order, pushed 
on to your elevator by these human horses learning the 
business at the very beginning. It is true that these very 
boys, in time, become bosses in these shops, but the 
mere fact that there are no great garment factories in 
that immense industry is an indication that they are 
vassals of speed and the terrible system of turning out 
something fresh three times a day. 

Certainly, department store managers know these 
things and yet they continue to expect shoes the same 
way. Well, it can’t be done! 

There is many a tempest in the back office of shoe 
departments in department stores throughout the land, 
at this time. The big boys who toyed with figures on 
the top floor are saying: “How come—big stocks, 
slow turnover?” They think it exceeding strange that a 

shoe department should be a “variable”—the one de- 
partment out of ninety that can’t follow the rules. They 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


wonder why it is that shoes have got to be ordered so 
far in advance when they can get overnight supplies of 
everything else. They think it the fault of the buyer 
that he too isn’t a miracle man to operate on short 
order and small inventory. 

Certainly, department store executives have had 
enough experience over the years to know that shoes 
are different from all other wearables. That new shoes 
cannot be made overnight. That sizes vary with each 
customer and that lost size sales are not the fault of the 
buyer and his staff but rather the fault of the system 
and the budgets. 

If you want to know the truth, shoes are the most 
difficult of all wearables to sell. There is something in- 
herent in the shoe itself that makes it such and the tum- 
ble-over turn-overs possible in cheap dresses are, and 
always will be, impossible in shoes. Let’s take a look 
at the records: Millinery turn-over averages 13.3; in- 
expensive dresses 16 times, coats and suits 10.3. Why 
should women’s shoes be pegged at 3.3, children’s 
shoes 2.7? (N.R.D.G.A. figures 1937.) 

We have already pointed out the fact that hysterical 
promotions—anniversaries, week-end sales, month-end 
sales, “jump through the hoop” promotions and all the 
fancy gee-gaws of hysterical advertising—‘Beat last 
month—or else sale’”—are on the wane because they are 
less effective. In their place is coming a public demand 
for orderly business—the right size in the right shoe. 
Sizes make a shoe business. 

No wonder department stores are keen to take over 
trade names but not the responsibility that goes with 
co-endorsement of two-name paper: viz.: a respect for 
the trade name and the integrity of their own service. 
But 20 lines mean 20 left-overs—fewer lines, fewer left- 
over for sharp clearance. 

No wonder we are seeing so many changes among 
buyers. It is humanly impossible to reconcile the manu- 

[TURN TO PAGE 54, PLEASE] 
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P Harper's Bazaar, says: 


PHOTOS SY HERGERT HATTER 
of ae 





DARK BROWN ond KIDSKIN were head- 
line news for the shoe industry in Mrs. Snow's 
speech before the Shoe Fashion Guild on 
May 10. ELEGANCE. .TASTE... REFINEMENT OF 
DESIGN were stressed by Mrs.Chase of Vogue. 
Both editors put a finger on the fashion 
trend which leads straight to KIDSKIN. Backed 


by these famous authorities, again we say 


“KIDSKIN IS THE NEWS IN SHOES FOR FALL” 
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Illinois Shoe Men Place Orders for Fall 





New officers of the Illinois Shoe 
Travelers, elected at 1939 con- 
vention in Peoria, May 21 and 
22, include, left to right: R. E. 
Lipps, St. Louis, treasurer; O. 
B. Boyd, Peoria, secretary; and 
C. A. Swanagan, Tere Haute, 
president 


Buack and Brown to Be Leading Colors for the Coming Season, 
according to R. W. Fuller, Style Authority, Who Addressed 


Annual Convention of Retailers and Travelers in Peoria 


. PEORIA, ILL.—Approximately $150,000 in whole- 
sale business, expected to total nearly a quarter of a 
million dollars in retail trade, was transacted between 
some 55 exhibiting companies and merchants attending 
the 26th annual Illinois Shoe Retailers’ and Shoe Trav- 
elers’ association conventions, held in Peoria’s Hotel 
Pere Marquette, Sunday, Monday “and Tuesday, May 
21, 22 and 23. 

The exhibiting wholesale companies occupied three 
complete floors of the hotel. In addition, the convention 
was marked by exhibitions of all Fall shoe trends, 
naming of a “Cinderella” shoe queen, and business 
sessions, including election of officers. A total of 207 
association members, plus their wives and friends, 
attended the 3-day affair, which officials declared “the 
best ever held by the Illinois group.” 

C. A. Swanagan, Terre Haute, Ind., was elected 
president of the travelers’ section. Other travelers’ 
officials for the coming year include: O. B. Boyd, 
Peoria, vice-president and secretary; R. E. Lips, St. 
Louis, Mo., treasurer; L. W. Keaster, Herman Driefuss 
and Paul Schmidt, all Chicagoans, directors. 

Martin Sherff, Peoria, succeeded John W. Rodgers, 

[TURN TO PAGE 62, PLEASE] 


Cinderella and her ladies-in-waiting were 
chosen from 20 entrants in a contest which 
marked the completion of the 26th annual 
convention of the Illinois Shoe Retailers’ 
and Shoe Travelers’ A en & ae 
May 21 and 22. Left to right are: Maurine 
N. Peoria, chosen as “Cinderella;” 

Evelyn Cook, Peoria; Kay Cosme, Chicago, 
and Eileen Clark, Peoria, ladies-in-waiting. 











DIAMOND BRAND 


ALUMINUM “INVINCIBLE” ROLL SETTING 
FAST COLOR EYELETS 


A plastic rim of solid color is moulded onto the out- 
flanged top of an aluminum eyelet. 


Because of the durability of the two materials used 
in these eyelets and the utmost precision used in their 
manufacture, Diamond Brand Fast Color Eyelets out- 
wear even the finest shoes. There is no other eyelet of 
equal quality available for footwear. “aa are 


of shoe. 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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PACIFIC NORTHWEST SHOE MEN MEET 


Lively Interest in Styles for Fall Marks 


Convention in Seattle— Record Attend- 


ance and Good Volume af Buying Re- 


ported — Otto Warn Elected~ President 


SeaTTLe, Wasu.—lf the lively in- 
terest in authentic footwear style 
trends and alert curiosity about suc- 
cessful merchandising methods dis- 
played here this week at the 12th 
annual convention of the Pacific 
Northwest Shoe Retailers’ Association 
are indicative of practical retailer 
sentiment, Fall and Winter seasons 
should be generally wholesome peri- 
ods throughout this section. 

Declared by veteran travelers and 
association leaders to have been the 
most heavily attended shoe show yet 
held on the Pacific Coast, the con- 
vention drew from virtually all parts 
of the widely scattered territory in- 
cluded in the association’s rolls. 
Actual retailer registration was 215; 
in addition, there were 91 factory 
representatives with some 200 varied 
lines. Retailers’ families, guests and 
a sizable group of retailers who par- 
ticipated in certain convention events 
but did not formally register, brought 
total attendance well over the 500 
mark. 

Buying was in pleasing volume, 
reported representative factory men 
interviewed, who volunteered partic- 
ular satisfaction with arrangements 
made for displays. Three entire 
floors of the Olympic Hotel, princi- 
pal local hotel, were reserved for fac- 
tory men. Booklet and lobby direc- 
tories of travelers ‘were in constant 
use by retailers making buying ap- 
pointments. 

Taking advantage of store closings 
Memorial Day, the convention ran 
from May 28 to May 31. While asso- 
ciation business discussions, style 
talks and merchandise inspections 
were given premier place on the pro- 
gram, ample provision was made for 
recreation including the traditional 
stag party sponsored by the Western 
State Shoe Travelers’ Association, 





NORMAN J. KLASCYE 
Elected Chairman of the Board of 
Pacific Northwest Retailers 
Association 


golf tournament on the closing day, 
May 31, and special ladies’ events. 

Shrewd retailers of women’s shoes 
will place increasing emphasis on 
correct costume ensembles, smoother 
lines and contours, and above all, on 
foot comfort, it was emphasized by 
Miss Esther Lyman, merchandise edi- 
tor of Harper's Bazaar, whose com- 
prehensive style talk was the feature 
of the principal convention luncheon 
on Monday, May 29. 

Women buyers wish more shoe 
salesmen would ask them “Madam, 
what sort of costume do you plan to 
wear these shoes with?” pointed out 
the noted stylist. Women view shoes 
as part of their costume and their 
purchases will quickly reflect in- 
formed retailer interest in footwear 
which will be correct—whether for 
tweeds, which will be very popular 
this Fall, for fur-trimmed suits, or 
for more dressy occasions, she said. 


Other footwear style highlights 
were these: comfortable shoes will be 
in volume demand because of com- 
ments from foot-weary spectators at 
the two World’s Fairs; feet will be 
more conspicuous because of con- 
tinued short skirts; black and brown 
may be worn with practically every 
Fall costume; very dark wine will be 
good; marked trend away from trick 
colors and over-ornamentation, and, 
if a store is equipped for a novelty 
color promotion, dark green _ will 
probably be the choice. 

Friendly warning to smaller re- 
tailers not to be stampeded by novelty 
colors came from L. E. Langston, 
executive vice-president of the Na- 
tional Shoe Retailers’ Association, in 
outlining the trade aids of that 
group. He reminded the convention 
that 85 per cent to 90 per cent of 
buying was still in basic colors, and 
that the wise retailer will program 
his merchandising on his present 
business and volume, not on future 
anticipations. 

A color identification project is a 
prime current objective of the Na- 
tional association, declared Mr. 
Langston. Tanners, manufacturers 
and leading retailers are now co- 
operating actively to eliminate in 
large degree present confusion in 
color terminology. He also placed 
stress on the association’s work in 
producing its costume co-ordination 
book, which aids discriminating 
buyers in achieving harmony in 
shoes, clothes, accessories and cos- 
metics. 

Eastern shoe circles are increas- 
ingly aware of the trade importance 
of the Pacific Northwest and its an- 
nual retailers’ convention, Mr. Langs- 
ton said, complimenting the conven- 
tion committee on its program and 

[TURN TO PAGE 68, PLEASE] 
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EXTRA PROFITS FOR YOU! 


TIE UP WITH 


D’ Scholls ‘foot Comburt Week 


JUNE 10 TO I7 


Get Ready for it Now! Sell Readers of Dr. Scholl’s Advertising (100,000,000 
of them in the United States) Foot Relief in Your Store 


MERCHANDISE 


Check your stock of every Dr. Scholl Foor 
Comfort Remedy and Appliance today! Make 
SURE YOU are ready to serve the rush Dr. 
Scholl’s Foot Comfort Week advertising can 
bring into your store if you tie up with it and 
are prepared to sell. Over 70% of your cus- 
tomers suffer from some foot trouble. Sell 
them Dr. Scholl’s Foot Comfort Remedies. 


DISPLAY 


To enjoy extra profits from Dr. Scholl's Foot 
Comfort Week get dramatic, selling displays 
of Dr. Scholl’s Aids for foot troubles out on 
your counters and into your windows. Remind 
your customers it’s DR. SCHOLL’S FOOT 
COMFORT WEEK ... sell them the reliefs 
they need ... ring up extra cash profits! 


ADVERTISING 


DR. SCHOLL’S FOOT COMFORT WEEK ad- 
vertising carries a powerful message of relief 
for foot sufferers all over the nation. Make this 
YOUR advertising by spotting your store as 
HEADQUARTERS for Dr. Scholl's. 


LIFE with 2,000,000 circulation and 
10,000,000 readers . . . plus LADIES’ HOME 
JOURNAL with over 3,000,000 copies... plus 
ROTOGRAVURE... plus 249,000,000 Dr. 
Scholl ads appearing regularly every month... 
can you imagine a better made-to-order oppor- 
tunity for you for extra profits? Get ready for 
it NOW! Display Dr. Scholl's Foot Remedies! 


THE SCHOLL MFG. CO., Inc. 


213 West Schiller Street, Chicago 
62 West i4th Street, New York 


N ole how New SUPER-SOFT 


Dr. Scholl's Zino-pads are featured! 
Feature them in YOUR Foot Comfort 
Week Displays for extra profits ! 


See Dr. Scholl’s Exhibit 
NEW YORK WORLD'S FAIR 
Consumer Interests Building 
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It is high time for thousands of shoe men, men 
who are not only expert fitters but also smart mer- 
chandisers, to get back to the fundamentals of profit- 
able shoe retailing. Too many good shoe merchants 
have come to think that big profits are in having 
some “hot” or “new fangled” pattern at the right 
time, all the while forgetting that the most accept- 
able pattern must fit the human foot and be worn in 
comfortable locomotion. Owners of such stores are 
not really in the shoe business; they are in the mil- 
linery business. 

But shoe men who have studied the functional 
processes of the human foot know full well that a 
real shoe business must be built on the foundation 
of a sound fitting service. Where such a service is 


intelligently administered season after season, you 









Harmony Last —-No. 2006 
The Patricia Tie, 14/8 
Heet Rub Top. Golden 
Brown Uama calf skin, 
fve-eyelet tie. Long in- 
side counter 
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Tredmore Last—No. 2947 

The Btote tie ( Deluse 

13%/8 Wood Heel. Select 
kid “B 









A Deluze shoe for 
the most acute foot 
sufferer. Is kind to 
Bunion, Splay Feet 
and Corns. 
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will find a repeat-customer trade that is hard to dis- 
lodge. Furthermore, dealers who follow this course 
build businesses that are a credit to their commu- 
nities. They are the shoe men who are really in the 
shoe business. 

Ours is a source of supply for dealers who are 
really in the shoe business, dealers who realize that 
real consumer acceptance is created at the fitting 
stool, dealers who know how to cash in on their 
knowledge of orthopedics. 

Miller Health Shoes are built over the finest 
collection of scientifically developed orthopedic lasts 
in America. We offer the most complete, unadulter- 
ated orthopedic program to be found anywhere. In 
short, we have a real opportunity for men who want 


to capitalize on their knowledge of feet. 









Health Last—No. 1990. 
The Rosella tie, 12/8 
Wood Heel. White hid 
sig-eyelet tie. Long inside 
counter 
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Drestred Last—No. 1971 
The Rosedale tie, 14/8 


tie, Blk. kid vamp, Black 
calf tip and quarter. Long 
inside counter. 
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THE MILLER SHOE COMPANY .. . COOK and ALFRED STS. . . . CINCINNATI, OHIO 
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RATION PORTS 

EST SHOES, NEW YORK OFFICE: 

Room 743, tam -y . 34th Street, New York, y. N. J: Levy. Manager 
Chicage Sample Room—M rrisom Hotel, Room 647, Nepicate: jul. y Coens, Representative 
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FOOT REST 


Every Foot Rest Shoe Is A Sewed Shoe 


FOR COMFORT AND WEAR... Nothing compares with a shoe that is sewed. 
REAL STYLE... That is high grade and refined — always in the trend. 
QUALITY ... For 69 years has always been given first consideration. 
BEST IN AMERICA ... Here are real values for dealer and customer. 
ALL STYLES $3.90 . . . One price, flexible Litthkeways and Goodyear welts. 


ADVERTISING .. . Every season in six national women’s magazines: 
Vogue . . . Good Housekeeping . . . The Ladies’ Home Journal . . . McCall's, 


The American Journal of Nursing . . . The Instructor (teacher’s magazine). 
STOCK DEPARTMENT .. . Choice of 70 selling styles. Send for catalogue. 


SHOE FAIR .. . See line, 718 Netherland Plaza, Cincinnati, or write us. 


THE KRIPPENDORF-DITTMANN CO. 
CINCINNATI OHIO .. . MARBRIDGE BLDG., NEW YORK 


All Styles $6.50 Retail 


Denver West $6.85 
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DICKERSON 


It is beauty we must sell, rather than shoes. For, 
consciously or instinctively, woman selects her 
apparel to enhance her person . . . Her dominant 
motive is to attract admiration, not of the apparel, 
but of her self. Arch-Relief and Archlock shoes 
are fashioned to aid this basic feminine objective ; 
they permit the wearer that ease of motion, poise, 
and youthful grace that is her heart’s desire. Pre- 
sent these shoes not as merchandise, but as a more 
personal and thrilling acquisition —POISE . . 
GRACE .. YOUTH! Then you will truly prosper. 


MIDWEST SHOE FAIR 
NETHERLAND PLAZA HOTEL 
ROOMS — 1014 and 1016 
ROBERT H. LEWIS 





LARRY MINOR JOHN P. LUCAS 





The WALKER T. DICKERSON CO. 


COLUMBUS OHIO 
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QUESTION: What do these lovely young ladies have in common? 


ANSWER: They've all appeared in the gorgeous Red Cross Shoe full- 
page color advertising in leading women’s magazines. For Fall and 
Winter, 1939, Red Cross Shoe magazine, colorgravure and newspaper 
advertising will be bigger, more spectacular than ever. 


QUESTION: What is the easiest way for women to 
have more beautiful legs and feet? 


ANSWER: Wearing Red Cross Shoes. Made over the 
exclusive “Limit” lasts, they fit perfectly—act as 
a beauty treatment with every step. 


QUESTION: What wen the ceeutt of o SSS eee shoes are the college rave 
recent survey in 13 cities when 36,746 
women were asked: “What were the ANSWER: Red Cross Cobbies .. . Young America’s 


last shoes you purchased?” favorite sport shoes. 
ANSWER. Red Cross Shoes led by a wide 
margin — actually received nearly 3 
times as many mentions as the average 
of the next 5 most popular brands. 
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QUESTION: What women’s shoes brought dealers 
the greatest net profits during the Spring of 1939? 


ANSWER: Red Cross Shoes. Because of their out- 
standing value, style and fit . . . plus tremendous 
national advertising . . . plus 1,344,116 lines of 
newspaper advertising run and paid for by dealers 
in February, March and April...more women 
than ever before bought Red Cross Shoes. Result: 
Faster turnover, fewer mark-downs, more profits. 


RED CROSS SHOES 


See the finest line of Red Cross Shoes in over 40 years... backed 


ene. What famous mark identifies by the largest national advertising in the industry ... at the 
ee MIDWEST SHOE FAIR, JUNE 11, 12 and 13 IN CINCINNATI. 


ANSWER: The Red Cross Shoe trade-mark ROOM 722, HOTEL NETHERLAND PLAZA. 


. the famous cross within a circle. 






The United States Shoe Corporation, Cincinnati 
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| @N Monday evening, June 12, the 
Netherland Plaza’s luxurious Hall of 
Mirrors will be the scene of just such 
an event. The 7:30 banquet which is 
usually a sell-out to the tune of over 


1,200 diners will be followed by the 


parade of mannequins interspersed with 


fa variety of vaudeville entertainment. 
This year the Style Show Committee is 
headed by Gene Held, buyer and mer- 
chandiser of shoes at the Mabley & 
Carew Company. This committee’s ad- 
vance sketches showing the regal stage 
setting from which the satin-white run- 
way extends down through the hall has 
| been guarded closely. These men have 
really planned a dazzling affair and are 
depending upon the element of surprise 
as a part of its success. 


THEIR selection of models has been on a basis of 
real beauty and not only foot sizes. The variety of 
entertainment is to be headed by nationally known 
theafrical and radio personalities. 

Among these will be Novak & Fay, a sensational 
knockabout comedy team, and Tony Marks, inter- 
nationally famous magician, who will appear here be- 
fore opening for a long term engagement at the 
Palmer House in Chicago. 

Music for the style show and for dancing afterward 
will be supplied by Cliff Burns Consolideers, and 
will feature the singing of Joe Binder, Columbia 
broadcasting star. 

The entertainment will again be under the direction 


of the Ruth Best Entertainment Service of Cincinnati. 


On the opposite page Miss Mar- 

guerite Churchill—photographed 

especially for Boot AND SHOE 

Recorper by A. L. Schafer, Colum- 
bia Pictures. 
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FASHION 
POISE 


Aristocratic Comfort in 
Smart Walking Shoes 





$4 and $5 
RETAILERS 
& ce 
FEATURES OF REAL MERIT 


@SPECIAL NEW LASTS 


for walking shoes 


@FULL ROLLED INSOLE 
with Tarsal button 


@SPECIAL COUNTERS 
for every last, 
size, and width 


@REAL FLEXIBILITY 


new process molded 
insole and outsole 


@®SNUG ANKLE 


three width combinations 


@ OVERWEIGHT BEND SOLES 
natural bottom finish 


@ Fine materialsx—Breastlock Scuffless 
Pyraheels, Steel shanks 


Salesmen now in their territories. 


FIT 


Write for in stock catalog. 


See them 


MIDWEST SHOE FAIR 
CINCINNATI—JUNE 11-12-13 
NETHERLAND PLAZA—ROOM 717 


BOSTON SHOE SHOW 


JUNE 5-6-7 
STATLER HOTEL—ROOMS 842-844 


ALTMAN Bros. 
| aren : fa yo | 


See 











A FRIENDLY HOTEL 


IN 


HOSPITABLE CINCINNATI 





Invites you to make your home at the 
Netherland Plaza, the 
headquarters for the Midwest Shoe 


convention 


Fair and the annual meeting of the 
Ohio Shoe Retailers in Cincinnati 
June 11th to 13th, 1939. You’re sure 
800 outside 


rooms—all with tub and shower bath, 


to enjoy your stay here. 


four station radio and circulating ice 


water. 
Four Popular Priced Restaurants 


Minimum Room Rate $3.00 


NETHERLAND 
PLAZA 


Max Schulman, Manager 
Directed by National Hotel Management, Inc. 
Ralph Hitz, President 
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Make Your 
HUARACHE PROMOTION 


QUALITY PROMOTION 


Let Longini QUALITY Huarache—Made By Hand In America—tlift your 
Summer woven shoe business out of the $2.00 class. Your customers want 
QUALITY, and successful retailers the country over attest the wisdom and 
profits of promoting high grade woven sandals. Keep your Huarache busi- 
ness up to the quality of your regular stock, and give yourself the mark-up 
to which QUALITY entitles you. 


IN STOCK 


AA All Goodyear Stitched Leather Soles 
and jy widths on all shoes—Sizes 3 to 8 


Note! 





A 











ON 
24 PAIRS 


OF A SHOE 


DEDUCT 
10c Per Pair 


EFFECTIVE JUNE Sth OcTAcon CUBAN MEEL 


OCTAGON CUBAN HEEL No. 355—ALL NATURAL 
356—-NATURAL and TAN 


No. 265—ALL oar a 357—ALL WHITE 
266—ALL WHITE 358—WHITE and TAN 
5% 30 DAYS 














AT THE 
BOSTON SHOW 
ROOMS 
834 and 836 
STATLER HOTEL 











AT THE 
CINCINNATI 
SHOW, ROOMS 
922-924-926 
NETHERLAND 
PLAZA 





OCTAGON CUBAN HEEL 


es No. 350—ALL NATURAL 
273—WHITE and TAN 352—ALL WHITE 


THE LONGINI SHOE MFG. CO. 


1401 CENTRAL PARKWAY CINCINNATI, OHIO 
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TORS 


NETHERLAND PLAZA HOTEL 


CINCINNATI .. . 


A 
Firm 
Acme Shoe Mfg. Co. 
Adrian X-Ray Shoe Fitter 
Advance Shoe Co. 
Air-O-Pedic Shoe Co. 
Algy Shoe Co. 
Altman Bros. Shoe Co. 
Altman Bros. Shoe Mfg. Co. 
American Shoemaking (Publication) 
Ambrose, Matt & Sons 
Athletic Shoe Sales Co. 
Ault-Williamson Shoe Co. 


B. W. Footwear Co., Inc. 
Bancroft Walker Co. 
Baris Shoe Co., Inc. 
Barrett Shoe Co. ... 
Belle Meade Shoe Co. 
Bloom Bros. Co. .. 
Blue Ribbon Shoemakers 
Blum Shoe Mfg. Co. 
Bond Shoe Co. ..... 
Boyd Welsh Shoe Co. 
Brauer Bros. Shoe Co. 
Samuel Brilliant Co. 
Wm. Brooks Shoe Co. 


Room No. 


1031-1033 
1210-1212 
904 
1414-1416 
1435-1437 
714 

717 

829 

917 

902 

806 


928 
1442 
921 
1034 
1037 

1027 
1040 
910-912 
615 
1430-1424 
933 
1140 
810-812 


840 
623 
916 
616 
1142 
1025 
. 1436 
1103 
1120 


=? ee 
Parlor K—4th fi. 
..929 

1110-1812 


1029-1018 


JUNE 11, 12, 13 


Firm 


Irving Drew Co. 
L. Drex Sage and Co., Inc 
Dunn & McCarthy, Inc. 


E 


Eastern Footwear Corp. 
Edgewood Shoe Factories 
J. Edwards & Co. .. 
Empire Specialty Footwear 
Ephrata Shoe Co. 

Enna Jettick Shoes 


F 


Fargo-Hallowell Shoe Co. 
Fashion-Bilt Shoe Co. 

Fein & Glass, Inc. 

Fern Shoe Co. .... 

Ferris Shoe Mfg. Co. 

Arthur Fisher Shoe Co. 

The Florsheim Shoe Co. (Men's) 
Florsheim Shoe Co. (Women's) 
Forest Park Shoe Co. 


SG 


Gale Shoe Mfg. Co. 
General Display Corp. 
Gerberich-Payne Shoe Co. 


Hamilton & Walsh Shoe Co. 
Hanan & Sons 
Hannahsons Shoe Co. 

J. Heilbrunn & Sons ...... 
Heywood Boot & Shoe Co. 
Hildebrand Shoe Co. 
Holland-Racine Shoes .... 
The House of Crosby Square 
Huth & James Shoe Co. ... 


I 
Ideal Shoe Mfg. Co. 


Room No. 


.. 618 
1410-1412 
607 


609 

. 1021 
908 
604 

él! 
1114 
110! 
1102 
811-815 


1036 
814 

. 609 
1126 
839-841 
.. 818 
“aa 
.824 

.. 1236 
1214-1216 
. 821 

. 705 
914-923 
1022 


706 

.. 816 

. . 1230 

.. 1036 

.. 1124 

... 1028 
THEt-ttts 
FOR 
911-915-919 


835-837 


J 


James Shoe Mfg. Co. 
Jarman Shoe Co. 
Jefferson Shoe Co. .. 
Johansen Bros. Shoe Co. 


1026 
7H 
. 1030 
. 1501-1502 


Johnson-Stephens & Shinkle Shoe Co. 
1235-1237-1239-1241 


Jones-Walsh Shoe Co. 
Joyce Slipper Co. 

The Julian & Kokenge Co. 
Juvenile Shoe Corp. .. 


K 


Kane-Dunham & Kraus, Inc. 
Geo. E. Keith Co. 

Keith, Keith, & McCain, Inc. 
Keystone Slipper Co. ... 
Knight Slipper Mfg. Corp. 

A. S. Kreider Shoe Mfg. Co. 
W. L. Kreider's Sons Mfg. Co., 
Krippendorf-Dittmann Co. 


L 


Laird, Schober, Inc. 
Liberman Shoe Mfg. Co. 
Lockwedge Shoe Corp. 
Longini Shoe Mfg. Co. 
Lown Shoe Co. 

John E. Lucey Shoe Co. 


M 
Mackey-Starr, Inc. 


Manning-Gibbs Shoe Co. 
The L. V. Marks & Sons Co. . 


1207-1209 


802-804-805 
930-942 
710 

925 

838 

.623 


Inc. ..7e 


718-720 


704 

836 

1203 
922-924-926 
1007-1009 
114 


Marshall, Meadows & Stewart, Inc. 


Matt Amrose & Sons ... 
Fred A. Mayer Shoe Co. 
Chas. Mels Shoe Mfg. Co. 
Chas. Meis Shoe Co. . 
Mendle Printing Co. 
Metro-Craft Shoe Co. . 
Metropolitan Shoemakers, Inc. 
Middletown Shoe Co. .. 
Milford Shoe Co. 
Milius Shoe Co., 

Debonaire footwear Division 


D. Myers & Sons, Inc. ... 


1011-1015 
_. 1228 
1137 


1202 


[TURN TO PAGE 50, PLEASE] 
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$4.00 & $500 


ARCH SUPPORT 


Shoes 
IN STOCK 


See complete line on display. 
Rooms 831-833, Netherland Plaza Hotel 
MIDWEST SHCE FAIR 


ROTH SHOE COMPANY 


Duttenhofer Bidg. Cincinnati, O. 


NEW LOCATION 
STEPS UP 


PATTERN BUSINESS 


Additional modern equip- 
ment .. and competent work- 
ers resulting in the best pat- 
terns available. 


FRED W. WIECHMAN 


SHOE PATTERNS 
ESTE BLDG.—7th - MAIN STS., CINCINNATI, 0. 


A SMART NEW LINE 


OF 
AMERICAN GIRL 
niet 


On Display Room 1023, Netherland Plaza Hotel, 
Cincinnati-Midwest Shoe Fair, June I1, 12, 13 


SAM. B. WOLF SONS CO. 


Cincinnati, Ohio 


| Have YouA Store On Your Hands? 


| If Opportunity is calling you to another town or 
for any reason you wish to dispose of your pres- 
ent location advertise in the 
FOR SALE 
columns of BOOT AND SHOE RECORDER, 
Classified Advertising Department. 239 West 














\ei 


Low heel style shoes for women and 
growing girls — $4 and $5 retailers 
ROOM 120! 


Netherland Plaza 
MIDWEST SHOE FAIR 


THE SCHAWE-GERWIN CO. 
CINCINNATI OHIO 











Again -we salute the shoe 
men of the Cincinnati district for 
their splendid work in staging the 
Midwest Shoe Fair 

. 


Reliable pattern service season after season 


PREMIER PATTERN CoO.., INC. 
229 E. 6th St. CINCINNATI. ©. 











Merchants who handle covered 
heel shoes made in the Cincinnati 
and Columbus districts have the 
extra assurance of perfectly fitted 
heels, carefully covered and finished. 
We serve the leading factories in 
these districts. 


AZ 


Leia Wood eel Company 


4015 CHERRY ST, 
Jelephone Kirby 0295 
CINCINNATI, OHIO, 
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> - SS 
Welcome to Cincinnati 








YOUR GATEWAY 
TO FALL PROFITS 






CINCINNATI'S 
UNION STATION 





and to rooms 610-612 


NETHERLAND PLAZA HOTEL 
JUNE 11, 12, 13 
MIDWEST SHOE FAIR 


HUGTITE SHOES 


The most valuable agency in the $4.00 to $5.00 retail 
field ... See our new fall line; you will not regret it... 
Meet our genial representatives, Mr. Maurice Pleatman, 
Mr. Louis Stern, Mr. Ben Toepin, Mr. James Shor. 


HUGTITE SHOES IN STOCK 


Visit our showrooms and inspect our in stock department 
where your in season orders are handled and shipped... 
Talk over our agency proposition: in short get 
acquainted with Hugtite methods and the Hugtite 
organization. No other similar line in this vicinity offers 
you Hugtite’s opportunities. 


THE CHARLES MEIS SHOE MFG. CO. 


CINCINNATI OHIO 
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z INDIA BROWN 
» SUEDE .,d0 KIDSKIN [| [.// 


eo dark, true brown is a fundamental in every shoe stock volume 

for this important fall season of basic colors, simple patterns, 

interesting lasts and good craftsmanship. Our India Brown is a 

favorite with manufacturers and retailers. It has the rich depths 

and neutral tones which adapt themselves to all the important 

brown furs, and to the interesting greens and blues which will be 

worn with them. The beautiful shoes illustrated show how effec- 

tively India Brown suede and kidskin complement each other. India Brown Glazed+ Kid, 
Either may be used as the base of a shoe, with the other as a con- Ne. 31 


s India Brown Doeskin, 
trasting accent. Ne. 744 


STANDARD KID DIVISION 
AELLCLED KID COMPANY 


209 South Street, Boston, Massachusetts 





Exhibitors 
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at Midwest Shoe Fair 


[CONTINUED FROM PAGE 46] 


Firm 


N 
Natural Bridge - pee 
Co. . 


Physician Culture "Shoes 
Pied Piper Shoe Co. 
Plaut-Butler, Inc. .. 


Rice O'Neill Shoe Co. 
Rosenthal & ne 
Roth Shoe Mfg. Co 


S 


Louis H. Salvage Shoe Co. 
Sctuape © istey Shee Co. 
A. Sandler Co. 
Schawe-Gerwin Co. .. 
Schwartz & Benjamin, Inc. 
Shoe Co. ' 
Simplex Shoe Mfg. Co. i 
OR a eee 
Smartstyl Shoe Co. . ut 
6. Edwin Smith Shoe Co. 
J. P. Smith Shoe Co. 
Spalsbury, Steis, Deevers Shoe Co. 
Stix & Wolf, Inc. .... 
Swan Slipper Co. ........ 


T 


Tober-Saifer Shoe Co. ... 
The Torson Lee Shoe Co. 
Tupper, Inc. 

Tweedie Footwear Corp. 


U 
United Last Co. 


Room No. 
..934 
1023 

1211-1215 
..825 
née 


Firm 

M. Wolf Sons, Inc. . 

Sam B. Wolf Shoe Co. 
Wolff-Tober Shoe Mfg. Co. 
Wood Specialty Co. 

E. T. Wright & Co. 


Z 
Zellinger Shoe Co. 


Room No. 


. 1130 


Midwest Shoe Fair 
[CONTINUED FROM PAGE 50] 


Company; Secretary is Edward C. 
Horn, of Jenn’ys, Inc. Mr. Horn is also 
President of the Ohio Shoe Retailers’ 
Association. Treasurer is George Dohr- 
man of the Irwin Shoe Company. This 
group has been ably assisted in work- 
ing out details by seven active commit- 
tees, as follows: Gene Held, Chairman 
of the Style Show Committee; Edward 
Horwitz, Chairman of the Entertain- 
ment Committee; Henry Momper, 
Chairman of the Registration Commit- 
tee; George Dohrman, Chairman of the 
Finance Committee; Ira Longini, Chair- 
man of the Publicity Committee; and 
R. G. Nunn, Chairman of the Reception 
Committee. 

Active business headquarters of the 
Fair organization in Parlor K of the 
Netherland Plaza Hotel have been un- 
der the able direction of Mrs. A. M. 
Sandke. 


"831-833 


get atl 822 


- +s. 1010-1012 
. . 1001-1002-1003 


REGISTRATION — Registration for 
the Fair will again be handled at a 
special booth erected in the lobby of 
the Netherland Plaza and all guests 
will be anxious to take advantage of 
the free chance on a wrist watch. The 
drawing will take place at the banquet 
Monday evening and the winners will 
receive a Gruen Curvex wrist watch, 
of the new and revolutionary design 
to be worn on the side of the wrist. 
Two of these watches will be presented, 
one for the ladies and one for the 
gentlemen. 
PROGRAM—As in previous years the 
program is arranged to allow buyers 
plenty of time to examine lines. Out- 
side of the Tuesday luncheon and the 
Style Show and Banquet Monday eve- 
ning there will be but one session that 
will take buyers away from display 
floors; that is the business meeting of 
the Ohio Shoe Retailers Association. 
The Tuesday Luncheon, presided over 
by Edward C. Horn, President of the 
Ohio Shoe Retailers’ Association, will 
present an address of welcome by Hon- 
orable James Stewart, Mayor of Cin- 
cinnati. Morris Edwards, Executive 
Vice-President of the Cincinnati Cham- 
ber of Commerce, will talk on “The 
Outlook for Business Expansion.” Her- 
bert N. Lape, President of the Julian 
& Kokenge Co., Columbus, Ohio, will 
give his ideas on Business vs. Politics. 
Tuesday evening, after the close of 
the convention, the out-of-town guests 
will be entertained at an outing to be 
held at the Cincinnati Shoe Men’s Sum- 
mer home on the Ohio River. 


Vogue Shoe Store of Fresno, Calif. 
The Vogue; highlights and art 
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H ERE’S how to increase white 
cleaner sales this summer: 
Just show your customers the 
Shinola Double-Money-Back 
Guarantee! No trouble for you... 
no strings... just a plain printed 
guarantee that unless Shinola 
satisfies Customers completely, 
we will refund twice what they 
paid for it! 


We can do this because we 
know that Shinola White will 
satisfy. It removes dirt and stains 
...whitens shoes evenly, smooth- 
ly and quickly, and it won't rub 
off! In short, Shinola White 
Cleaner is everything your cus- 
tomers have been asking for — 
guaranteed! 


DISPLAY HELPS SALES. Feature Shinola White 
on your counters and in your windows where 
customers can see it. Store tests prove that dis- 
play makes sales! Make your store headquarters 
for this popular white cleaner by letting custom- 
ers know you have it! 





NEW! SHINOLA rs APPLICATOR 
White Shoe Soap IN EVERY 


@ Here’s your chance to cash in on this ~ e PACK AGE 
popular form of white shoe cleaner. os 

Shinola White Shoe Soap is attractively 

packaged in cosmetic-style glass jars. Easy 

to use...does a complete job without the 

need of any other dressing. There’s no 

finer white shoe soap made! Order today 

...and get your share of these new profits. 




































READING, PENNSYLVANIA 
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MORE REASONS WHY 


ro-tek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY 





AND ARE TRULY 


HEEL HEIGHTS 


“THE SHOES OF TOMORROW—TODAY"™ 


In the photographs showing size 5 infants’ to 6 growing 










misses’, note not only the careful grading of the height of the 
heels, but also the proportions of the rest of the lasts. Ob- 


serve that as the heel is raised more room is allowed in the 
forepart and the back part has been shortened. These 


changes in measurement are made twice in each size run. 


And as the heel is raised the arch is also raised in proportion. 


And they are all attractive shoes. 


whole 26 styles. 


CARRIED IN STOCK 





morrow—Today.” 


as illustrated in our book “The Shoes of To- 
Write for it—today. 


See the “THE 
News 
ABOUT 


SHOES” 












Make Graduation Pay 
[CONTINUED FROM PAGE 24] 


store also. A section should be dec- 
orated if possible; if not, set up a 
decorated display booth with a counter- 
high shelf sloped to both sides. Show 
samples of girls’ graduation shoes on 
one side, and boys’ on the other. Com- 
panion displays in the window and in 
the store should show vacation and 
camp shoes in appropriate settings, 
“For busy days in the great outdoors.” 

back to the all-important 
personal touch in graduation shoe pro- 
motion, a note at such an important 
time is a good-will creator. While it 





may mention shoes, its principal 
thought should be congratulations. To 
those that you know personally send a 
truly personal note—NEVER sent a 
form note or letter to them! For your 
general list, brief friendly notes will 
do. 


Dear Miss Blank: 

We would like to join the many who 
are offering congratulations upon your 
coming graduation from (name of 
school) and wish you the best of luck 
for the years to come. 

If we can be of help in the selection 
of shoes to accompany your prom and 











graduation frocks, we shall be glad to 


do s0. Sincerely, 
(Art Jones) 
Jones Shoe Store 


Dear Master Blank: 

Congratulations! 

It has been quite a while since we 
graduated, but we haven’t forgotten 
the thrill of it all. To our congratula- 
tions we add good wishes for your 
future endeavors, whatever you decide 


to do. Sincerely, 
(Art Jones) 
Jones Shoe Store 
[TURN TO PAGE 67, PLEASE] 
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THIS WEEK 


IN THE SHOE TRADE 


SE NTE WS 


Saturday, June 3, 1939 


National News 





Industry Divided on Minimum Wages 





Sharp Differences of Opinion Develop at Washington Hearing 
as to What Minimum Should Be Fixed and Whether 
Differentials Should Be Established 


WASHINGTON.—Industry Committee 
No. 6 for the shoe manufacturing and 
allied industries, which is authorized 
under the Fair Labor Standards Act 
to recommend minimum wage rates for 
the industry up to 40 cents an hour, 
heard three days of testimony from 
interested parties beginning on May 25, 
during which representatives of the 
National Boot and Shoe Manufacturers 
Association recommended a 30-cent 
minimum wage without differentials. 

The hearing, which included testi- 
mony from manufacturers, labor 
spokesmen and a score of Congressional 
members in Washington, was the first 
to be held by any industry committee 
functioning under the wage-hour law, 
preliminary to handing in recommen- 
dations for wages above the minimum 
prescribed by the law. A subsequent 
hearing will be conducted by Admin- 
istrator Andrews after the shoe indus- 
try committee submits minimum wage 
recommendations for his consideration. 

Irving S. Florsheim, of the Florsheim 
Shoe Co., of Chicago, who is a member 
of the Industry committee, challenged 
the National Association proposal, 
claiming it was not fully representative 
of the organization. He said a number 
of large manufacturers had written 
him in favor of a higher minimum. 

“For many months we asked the 
opinion of our members on this mat- 
ter,” Jay O. Ball, president of the 
National Boot and Shoe Manufacturers 
Association, countered. “After the de- 
cision of our directors May 10, we 
asked our members for their opinions 
on this decision. We have got about 60 


answers so far, only four of which 
don’t approve.” 

Mr. Ball indicated the recommenda- 
tions represented a compromise among 
varying sets of opinions since it was 
apparently necessary to put the mini- 
mum down at 30 cents in order to get 
approval for the no-differentia) plan. 
Both Mr. Florsheim and Charles F. 
Johnson, vice-president of the Endicott- 
Johnson Corporation, who favors a 40- 
cent rate, and who also is a member of 
the industry committee, were among 
the four directors absent from the May 
10 meeting, it was indicated. 

The brief filed by the New England 
Shoe and Leather Association was 
withdrawn to be written anew after it 
was disclosed that some of the statistics 
supporting the brief were inaccurate 
and based upon erroneous calculations as 
to retail selling prices. The association 
had recommended a 32%-cent minimum 
and Maxwell Field, secretary, and 
Eliwyn A. Mitchell, accountant, ex- 
pressed the view that the organization’s 
recommendations would not be changed 
by making the necessary corrections. 

The errors involved setting up esti- 
mated percentage increases in retail 
selling prices, under various minimum 
wages, at twice the estimated per- 
centage increases in factory costs when 
the two results should have been equal. 
Apparently arising through the use of 
different bases for calculation, the error 
made the calculated increased retail 
prices for shoes, under a 32%, 35 and 
40-cent' minima respectively, too high. 

[TURN TO PAGE 59, PLEASE] 


Reservations Gain for lowa 


Convention 


Des Mornes, Ilowa—The Iowa Na- 
tional Shoe Travelers’ Association, 
holding their annual convention at the 
Hotel Fort Des Moines, this city, on 
June 11, 12 and 13, report a 30 per 
cent gain in the number of retailer 
reservations at the hotel, which indi- 
cates a successful and well-attended 
showing. Four floors of the hotel have 
been taken over and the management 
is cooperating in every way. 

The annual banquet and dance will 
be held on the second day of the show, 
Monday evening, June 12, at 7 P.M. 
Arthur Brayton, secretary of the Des 
Moines Chamber of Commerce, will be 
toastmaster at the banquet and 
“Dutch” Schmidt will present a seven- 
piece special entertainment. 

All retailers are requested to register 
Monday noon at Parlor B on the mezza- 
nine floor of the Hotel Fort Des Moines 
to secure their banquet tickets. 


t 


Sullivan Named Buyer 
For Newman’s 


JOPLIN, Mo.—Roy E. Sullivan, who 
has been connected with the retail shoe 
business for the past 15 years, has re- 
cently been appointed shoe buyer for 
Newman’s, this city. 

Mr. Sullivan was the owner and op- 
erator of his own store in Lawrence, 
Kan., for two years and for three years 
he was shoe buyer for the George B. 
Peck Company in Kansas City. More 
recently, he was with the Smith- 
McCord Company as an assistant man- 
ager of one of their stores. 

Newman’s Department Store is com- 
pletely remodeling their entire interior, 
included in which, the shoe department 
will be done in the newest and most 
streamlined design. 
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Announcement! 


The Pepperell Manufacturing Company 
is now prepared to offer 
a complete line of 
PEPPERELL SHOE LINING FABRICS 
FINISHED UNDER THE Sanitizeg, PROCESS 












PEPPERELL 





FABRICS 


For Details and Prices write to 
Pepperell Manufacturing Company 
160 State Street, Boston, Massachusetts 
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The Shoe Buyer on the Spot 


[CONTINUED FROM PAGE 26] 








facturing structure of shoemaking with the dress 
delirium. 

The majority of shoe buyers are competent shoe men, 
versed in materials and parts that go into good shoes 
and cognizant of the individual fitting problem of each 
customer at the fitting stool. 

We are in for a purge and the pity of it is that the 
purge has already gone too far. The cure . . . a buyer’s 
responsibility and a free hand to run a shoe business— 
not a garment business in shoes. 

And at the very end, let’s put it—the new financing 
philosophy that you've got to pay for goods and you've 
got to pay for help but why spend money for good 
buyers, when any competent merchandise manager can 
take a college boy out of any other department of the 
store and make a shoe man out of him—docile to man- 
agement. Good buyers, to the department system, mean 
overhead and overhead is the one thing that is getting 
the knife . . . and how. 


New Sandal Co. Incorporated 


Dayton, Onto—The Sanitary Sandal Co. has been 
incorporated with 100 shares of no par value common 
stock, principals being Harry P. Jeffrey, George L. 
Baker, Sr., and J. B. Hess. 


Beauty and Practical Design 





| CONTINUED FROM PAGE 19] 























An interesting variation of the braided leather construc- 

tion, introduced originally in the Huarache from Mexico. 

This shoe from the line of Longini Shoe Mfg. Co., Cin- 
cinnati, Ohio. 








the adaptation of the bull dog toe—originally only a 
man’s style—and the influence of the boot silhouette in 
some of the high step-ins. 

Taken all in all, good taste coupled with originality 
governs the Fall shoe picture. Ideas as to silhouettes, 
treatments, materials and colors (black, brown, blue, 
some wine and a little green as noted in style feature of 
May 27) are clearly defined. Designers and manufac- 
turers have made use of a variety of patterns and 
leather surfaces and materials to produce the best look- 
ing and most comfortable shoes seen in some years. 
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Saltia Shoe Profits. 


H: will bring extra profits to you, too. 
Aggressive retailers, who are constantly on 
the watch for larger sales volume, new cus- 
tomers, repeat business, should always stock 
shoes of genuine Kangaroo. Many have dis- 


covered this. If you have not, start now. 


Kangaroo is 17% stronger, weight for 
weight, than any other leather known. It 
offers durability, long wear, and strength. It 
is light, extremely pliable, and its brilliant, 
sturdy appearance ideally fits it for shoes of 


the sort men like to buy. 


For further information about Kangaroo, 
write to the Kangaroo Association, 9th & 


Westmoreland Streets, Philadelphia, Penna. 


by the... 

SURPASS LEATHER COMPANY 
RICHARD YOUNG COMPANY 
ZIEGEL EISMAN COMPANY 

























































A Leader Among 
Leather Replacements 
for 
Vamp and Quarter 
Lining 
Steps up quality in the 
medium and low price lines. 
You don’t have to take this 
for granted . . just compare. 
Shoes in which Durakalf is 
used look better . . sell better 


. . give better service. 





RESPRO Ine. 


Cranston, Rhode Island, U. S. A. 





Go to Town 
With Shoes That Use 


RESKRAF 
The BETTER Sock 
Lining 


It has the finish . . the feel 
.. the rich appearance of real 
quality and will last through- 
out the life of the shoe . . 
because it has a fabric base, 
treated to give it leather-like 
characteristics and appear- 
ance. Resists cracking and 
creeping. Steps up looks and 
quality of medium and low 
price shoes. 


Meet Us at 
The Boston Shoe Fair 
Hotel Statler—Room 637 





RESPRO Ine. 


Cranston, Rhode Island, U. S. A. 
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| Make This a Profitable Men’s Shoe Summer 


[CONTINUED FROM PAGE 23] 


An interesting window idea showing shoes and socks and tying in with an adver- 
tisement in Esquire. This display was developed by The W. B. Davis Co., Euclid 


Avenue, Ci 


If Dad happens to be a golf fan, for 
example, what could be more appeal- 
ing than a good pair of golf shoes to 
wear, tramping over the fairways these 
next three months? 

After Father’s Day there will be 
Fourth of July, the vacation season 
and any number of other occasions to 
build a special promotion on men’s 


shoes and thereby help to swell the 
total of the Summer season without re- 
sorting too early to the stimulus of 
clearance sales and drastic markdowns. 
For, after all is said and done, profit 
is the prime purpose of business, and 
what’s to be gained by giving mer- 
chandise away or merely trading a new 
dollar for an old one? 





Radio Stars Pick 
Summer Styles 
[CONTINUED FROM PAGE 16] 


navy and white buckskins, and for 
Summer frocks, she likes an all rubber 
floral print oxford. 

Kathleen Wilson, known to millions 
of radio listeners as “Claudia Bar- 
bour,” matches her costumes with 
many different play shoes. Sometimes 
she has them made to order of the 
same fabric as her frocks and play 
clothes. 

Another style which was introduced 
this season gives us the modern inter- 
pretation of an old fashioned Dutch 
shoe. Instead of using wood, the mod- 
ern designers have interpreted the 
style with leather and wide cork soles 
and heels. Jean Rouveral (“Betty”) 
especially favors the Dutch shoes be- 
cause of their smart comfort. 

Irene Rich, NBC, dramatic actress, 
who is considered one of the best 
dressed actresses in the profession, 
takes particular pride in her footwear 
and sometimes assembles an entire cos- 
tume around a pair of shoes. Certainly 
the stars of the air are keenly shoe- 
conscious and know how to pick their 


styles. 


Irving Drew Moving Part of 
Plant 


PorTsMOoUTH, OHIO — The Irving 
Drew Company, shoe manufacturers 
here, will transfer part of their opera- 
tions to Lancaster, Ohio, shortly, to a 








daylight factory. For the time being, 
however, the merchandising and sales 
departments will be operated from 
Portsmouth, as well as the in-stock 
shipping service. Some time later in 
the year it is possible that a complete 
move to Lancaster will be made. The 
move will give the factory considerably 
more space and will facilitate deliveries. 





Wilson Joins Ansonia 
Shoe Corp. 


New York — Bertram Wilson, for 
several years general shoe department 
representative for Associated Merchan- 
dising Corporation, has joined Ansonia 
Shoe Corp. in a new set-up known as 
The Ansonia Shoe Corp. Agencies. The 
plan is to offer Ansonia shoes to one 
retailer in a city. 

Ansonia De Lux shoes are to be 
retailed at one price, $5.95, from Coast 
to Coast. The new set-up has been 
under consideration for many months. 
Agency offices are located in rooms 
616-618 Marbridge Building, New York. 





20th Year in Business 


DeNIsON, IowA—Al and Carl Lund- 
quist, brothers, who came from a shoe 
factory and opened the Lundquist 
Brothers Shoe Store, here, in 1919, are 
celebrating 20 years in the shoe busi- 
ness by adding new equipment for the 
rebuilding of shoes. They carry a com- 
plete line of shoes to take care of the 
shoe needs of the entire family. 















Reed 


Cushion Shoe Co.—heavy 
Louis Haller 


Gordon Strong & Co. 
Office of Building 
Hamson 8/9! 


unit among twelve floors 
= 
Please write or ‘phone 


on the main floor on the 
19’ x 54° — balcony — 


of successful upper floor 
* 
Store For Rent 
Adams Street side — size 


A smart spot for a retail 
next door to Dr. 
pedestrian traffic. 


retailers. 
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shoe manufacturers’ 

display rooms among 

thirty permanent 


splendid location for 
exhibitors. 
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Slippers 


Store Fixtures 



























HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern stvie 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 











HOWELL 2 iiines: 


Men’s Ventilated Types 
Selling in Denver 


Denver, CoLo.—Coolness in shoes is 
the present high note sounded by the 
men shoppers at the Denver Dry Goods 
Company in the shoe department. Ven- 
tilated shoes in tan, all white, light elk 
and calfskin, light weight brown calf, 
and in two-tone tan calf combinations 
have made a big week. The 45th anni- 
versary sale, one of the three biggest 
sales events in the store year, has rung 
the cash register high in sales and is 


expected to continue. 
It is not the practice to offer price 





reductions in the shoe departments, but 
the multitude of special bargains in 
every other line of seasonable merchan- 
dise attracts throngs of shoppers dur- 
ing anniversary week that make shoe 
sales soar. 





Named Treasurer of Buffalo 


Shoe Retailers 


BurraLo, N. Y. — George L. Siefert. 
president of the Buffalo Shoe Retailers’ 
Association during 1934, 1935 and 1936, 
and a member of the board of directors 
since leaving the presidency,was 
unanimously elected treasurer of the 
organization at a recent meeting, to 
succeed the late Joseph A. Schaetzer, 


GEORGE L. SIEFERT 


who died recently. Mr. Siefert is recog- 
nized as a capable and efficient associa- 
tion officer and has made a success in 
his private business. He recently was 
elected a member of the board of di- 
rectors of the Kenmore National Bank. 

The meeting was the largest of the 
year. It was the first attended by the 
business manager and life manager, 
Harry J. Deters, since his discharge 
from a protracted stay in a hospital. 
At this meeting an intensive program 
was mapped for the balance of the year. 
This includes a proposed enactment by 
the common council of an ordinance 
requiring a $250 license for the sale 
of shoes by house-to-house salesmen 
with no store; steps to eliminate fraud- 
ulent advertising of shoes and a pro- 
posal eliminating the sales of work- 
shoes in factories and bringing this 
business back to established shoe stores. 

There also is a movement on foot 
to postpone the sale of white shoes until 
after the middle of July because of 
the backward weather. This postpone- 
ment is proposed for the whole city and 
will be planned at a special meeting at 
which Main Street merchants, as well 
as suburban, will attend. 

The annual outing of the association 
will be held Wednesday, August 16, 
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Are You Going to 
The New York World’s Fair? 






You'll want to see, in the Incubator Build- 
ing, the display of Mrs. Day's Ideals for 
all stages of babyhood—from fabrics te 
flexible walking shoes—from 0 to 8. Youll 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office at 7! 
West 35th Street. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
























at Walker’s Grove. Fred Manning has 
been appointed chairman of the outing 
committee with H. J. Deters co-chair- 
man. 


















S. L. Epstein Joins 
Eastern Footwear 


New Yorxk—Samuel L. Epstein, for- 
merly connected with the retail end of 
the shoe business, has joined the sales 
staff of the Eastern Footwear Corp., 
Dolgeville, N. Y., and will represent 
that firm in the eastern territory cover- 
ing Boston, Philadelphia, Baltimore, 
Washington, D. C., Virginia, Delaware, 
North and South Carolina. 

Mr. Epstein started in the shoe busi- 
ness with Bamberger’s, Newark, N. J. 
Later, he was buyer for the Jones Store 
in Kansas City, Mo., and, more re- 
cently, was buyer for the Gertz Store, 
Jamaica, L. I. 

Another recent addition to the sales 
staff of the firm is Jack Raymond, who 
will cover the mid-west territory in 
Chicago, St. Louis and vicinity. 

Mr. Epstein will be on hand at the 
Boston Shoe Fair at the Statler Hotel 
where, in addition to the firm’s regular 
line, he will show a new shoe which 
the company has recently developed. 
The shoe is of the campus type for 
leisure and active sports and, accord- 
ing to Mr. Epstein, is creating quite 
a sensation among the buyers to whom 
it was shown. 
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Industry Divided on 
Minimum Wages 
[CONTINUED FROM PAGE 53] 


Representatives of the association 
made plans to draw up a new brief. 

Throughout the three-day session, the 
question of a wage differential was the 
outstanding topic of discussion. Spokes- 
man after spokesman from Massachu- 
setts protested against permitting a 
differential, while other witnesses, 
especially those from the Mid-West, 
strongly urged a wage differential for 
the benefit of workers in small town 
plants. 

David H. Hillard, manager of the 
Haverhill (Mass.) Shoe Manufactur- 
ers’ Board of Trade, who concurred 
with E. A. Gray, secretary of the 
Brockton (Mass.) Shoe Manufacturers 
Association, that no differential should 
be allowed, said there were 20,000 
workers in his district manufacturing 
5,000,000 pair of shoes a year. 

Expressing himself in favor of a 
differential, H. F. Willhite, industrial 
relations manager of the Brown Shoe 
Co., St. Louis, testified that to increase 
the minimum above the statutory rate 
of 30 cents, which automatically be- 
comes effective next October 24, will 
curtail employment and increase retail 
prices unless differentials are estab- 
lished in rural communities. He esti- 
mated that an increase to 30 cents an 
hour will increase his company’s pay- 
roll, which was $5,000,000 in 1938, by 
$200,000 a year; an increase to 35 
cents an hour, by $500,000 a year; and 
to 40 cents an hour, by $1,000,000 a 
year. 

William Kaut, Jr., of Kaut White 
Shoe Co., of Ironton, Mo., told the com- 
mittee that if the minimum rate goes 
above 30 cents an hour, his company 
will be unable to operate without a 
differential. 

Senators David I. Walsh and Henry 
Cabot Lodge, Jr., both of Massachu- 
setts, argued against establishment of 
differentials, the former expressing the 
opinion that “we shouldn’t jump the 
minimum to 40 cents at one time, for 
that would almost be confiscation.” He 
recommended that the wage rate be 
increased above the 30-cent minimum 
effective in October at the rate of 2 
cents a year for five years. 

N. Ettelbrick, of the Ettelbrick Shoe 
Mfg. Co., Inc., of Casey and Greenup, 
Ill., who said he had been in the retail 
business for 25 years before manu- 
facturing shoes, differed from most of 
the other manufacturers outside of 
Massachusetts. He asked, not a differ- 
ential, but a 30-cent minimum. 

Other witnesses expressing oppo- 
sition to a differential included: Repre- 
sentatives Edith Nourse Rodgers, 
George A. Davis and Lawrence J. Con- 
nery, all of Massachusetts; Arthur S. 
Harding, of Boston, representing 
shanks and stays manufacturers. 

Others in favor of permitting dif- 
ferentials included: Representatives 
Arthur B. Jenks, of New Hampshire; 
Kent E. Keller, of Illinois; John C. 


[59] 


WINTHROP introduces 


ER 


No. 73220 (above) Features Hand Beveled Pink- 
ing — heretofore unheard of in popular priced 


shoes. 


it adds the final smart touch to 


Winthrop’s new Antique Copper. 


In-Stock three ways for fall. 


WINTHROP SHOE COMPANY 


DIVISION 
ST. LOUIS 





Kunkel, J. Roland Kinzer, and Chester 
H. Gross, all of Pennsylvania; Joe B. 
Bates, of Kentucky; Ralph O. Brewster 
of Maine, who was represented by his 
secretary, Roy C. Haines; Orville 
Zimmerman, of Missouri; Jessie Sum- 
mer, of Illinois; Dewey Short, of Mis- 
souri; Jere Cooper, of Tennessee; 
Claude V. Parson, of Illinois; and T. M. 
Jordan, secretary, Mt. Vernon Illinois 
Chamber of Commerce. 


Good Year for Men’s Shoes 


Cuicaco, ILu.—One of the best men’s 
shoe seasons in years is predicted for 
the Chicago area by N. Geo. Nelson, 
representing Nunn-Bush Shoe Co. in 
this area. He reports chief reason for 


OF INTERNATIONAL SHOE CO. 


MISSOURI 


the marked increases in sales is the 
fact that men now have a wider va- 
riety of heavy and sport type of shoes 
than in many years, and have a long- 
awaited opportunity to wear something 
different on their feet and to achieve 
some expression of individuality in their 
shoe wardrobe. 


Correction 

In the May 20th issue of Boot AND 
RECORDER, page 43, the name of Bob 
Nunn, women’s shoe buyer at Potter’s 
and chairman of the reception commit- 
tee of the Midwest Shoe Fair, was 
erroneously given as Bob Werner in 
the caption under the photograph of 
the three men in the program and re- 
ception committee of the Fair. 














NEWHFLEX PIGSKIN 


EDGAR S. KIEFER TANNING CO. 
223 W. Lake St, Chicage * Tanneries: Grand Rapids, Mich. 
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FOR SHOE RETAILERS 
RS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Incorporate 
UNIVERSITY PRESS 
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Thurston to Represent 
Brown Shoe Co. 


ATLANTA, Ga.—Charles A. Thurston, 
for the past two years manager of the 
men’s shoe department of the George 
Muse Clothing Company, has resigned 
to accept the position of representative 
for the Brown Shoe Company, of St. 
Louis, Mo. He will cover Virginia for 
the firm. His successor at Muse’s has 
not yet been announced. 


Joins Krippendorf-Dittman 


Datias, Tex.—0O. B. Hardcastle, 
who has been traveling the Southwest 
for the last 18 years, has recently gone 
with Krippendorf Dittman Co., Cin- 
cinnati, Ohio. Mr. Hardcastle has 
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To Represent Compo 
In St. Louis 


Boston, Mass.—Arthur Solar, one 
of the younger men of the Compo Shoe 
Machinery Corporation, has been trans- 
ferred to the St. Louis territory, where 
he will work as sales representative 
under John Devine. Mr. Solar has 


worked in different capacities and re- 
cently has been connected with the 
Planning Department and Auxiliary 
Machines Department. 

Sports followers in New England 
remember Arthur as the all-scholastic 
full-back in Lynn Classical High 
School who entered the University of 
Pittsburgh a few years ago. The lure 
of business interrupted his college 
course and he joined the Compo organi- 
zation. His co-workers paid him a 
fitting tribute at dinner at The Parker 
House in Boston, and he leaves for the 
West with the best wishes of many 
friends in New England territory. 


Morris Edwards to Speak 
At Cincinnati Show 


CINCINNATI, OHIO — The Program 
Committee in charge of the entertain- 
ment for the Midwest Shoe Fair has 
announced that Morris Edwards, Exec- 
utive Vice-President of the Cincinnati 
Chamber of Commerce, will be one of 
the speakers at the Fair luncheon to be 
held on Tuesday, June 13. The sub- 
ject of Mr. Edwards’ address will be 
“The Outlook for Business Expansion.” 

Mr. Edwards, who has been con- 
nected with the Cincinnati Chamber of 
Commerce since 1937, was formerly 
connected with the National Chamber 
of Commerce of the United States at 
Washington, D. C. At the National 
Chamber, he was assistant to Merle 
Thorpe in the editorial direction of the 
Chamber’s magazine, “Nation’s Busi- 
ness.” He was also manager of the 
Department of Membership Relations 
and in charge of financing the Chamber 
in its activities outside of Washington, 
1933 to 1936. 

Mr. Edwards is an accomplished and 
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Pally 


IN STOCK 





Our In-stock Department assures service. 
Up-to-the-minute formal and informal 
footwear. 


WRITE TODAY FOR OUR CATALOG 


-_HANNAHSONG, 


HAVERHILL, MASS. 

















interesting speaker and has done a 
great deal of talking both over the radio 
and before audiences on national legis- 
lative questions. 

The committee feels that Mr. Ed- 
wards’ talk will undoubtedly be of 
unusual interest to all visiting shoe 
men and is very happy that they were 
able to obtain the services of such an 
outstanding personage. 


Brown Shoe Earnings Equal 
$1.14 Per Common Share 


St. Louis, Mo.—Earnings of Brown 
Shoe Company for the six months end- 
ing April 30, after deducting all inter- 
est, are $282,337.32, equivalent to 
$1.14 per share on the common stock. 
Net sales during the period amounted 
to $12,945,822.68. 

During this six months’ period the 
company redeemed on April 13th at 
105 the $3,520,000 Fifteen-Year 3%% 
Sinking Fund Debentures which were 
outstanding, and made a ten-year bank 
loan due March 29, 1949, of $3,000,000. 


Kelley Named Shoe Manager 


Denver, Coto.—Joe Kelley has been 
made manager of the Modette Shop, 
featuring shoes for the teen age girls 
at the Denver Dry Goods Company. 
He comes from another shoe depart- 
ment in the store and succeeds former 
Manager Louis Pfeiffer. 
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UNISHANK ? 


Two decades ago fashionable shoes 
for women had plump outsoles and insoles 
and three square feet of uppers to the pair. 


A light piece of steel was shank enough. 


Today's modes are lighter, smarter, and 
skeletonized. Greatly increased strength in 
the shank is essential. UNISHANK — a per- 
fectly moulded unit — insole, steel, and re- 
inforcer — gives exactly the added support 


required. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Job Lots 








BEAT COMPETITION 
WITH HIGH QUALITY 
JOB LOTS 
All sizes, leathers, types 
NATIONALLY KNOWN 
Women's Shoes 


For regular as well as can- 
cellation and outlet stores. 
Investigate! No obligation. 


BARIS SHOE CO.., Inc. 
Dept. R-3 = 79 Reade St. New York 
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Celebrates 25th Business 
Anniversary 

Totepo, On10—George E. Wild, To- 
ledo shoe merchant, is celebrating his 
silver anniversary in business in the 
Dorr Street district, having located his 
store on Dorr Street in May of 1914. 
He specializes in orthopedic footwear, 
and carries a full lines of popular 
brands for men, women and children. 


Illinois Shoe Men Place 
Orders for Fall 


[CONTINUED FROM PAGE 28] 


Bloomington, as president of the retail- 
ers’ group. Other retailers elected 
were: B. E. Rodgers, Galesburg, and 
Ralph Masters, Rockford, vice-presi- 
dents; John Moser, Peoria, secretary- 
treasurer; John Prillman, Springfield, 
Edward Wagner, Aurora, and Joseph 
Lewis, Joliet, directors. Hold-over di- 
rectors are: O. W. Myers, Peoria; M. 
Goodstein, Murphysboro, and John Pur- 
cillio, Herrin. 

Business also included selection of 
Rockford, Ill., as the 1940 convention 
city for the association. 

Maurine Noble, Peoria, was selected 
as “Cinderella” queen at a ball and 
style shoe Monday evening. Eileen 
Clark and Evelyn Cook, Peorians, and 
Kay Cosme, Chicago, were named la- 
dies-in-waiting. The “Cinderella” se- 
lection was based on perfect feminine 
4-B foot dimensions. Twenty finalists 
were selected out of 375 entrants by 
executive committeemen for the con- 
vention. A dinner and style show pre- 
ceded the contest and dance. The 
travelers were hosts for the elaborate 
evening. Other entertainment then in- 
cluded an exhibition by John Purcell, 
of the shoe department of Peoria’s 
Block and Kuhl company store. Pur- 
cell used only cloth, pins and a corsage 
in creating a lovely evening gown on 
a living model. 

It was pointed out at Monday eve- 
ning’s social functions that “heavier 
and more determined footsteps are the 
answer of shoe stylists and shoe man- 
ufacturers to the rapidly changing 
trends of today.” Men’s shoes for Fall 
are to be weightier, and women’s will 
be marked, in general, by lower heels, 
it was added. 

Sans laces and buckles, the slip-on 
shoe is to be more predominant than 
ever before, according to R. W. Fuller, 
Portsmouth, Ohio, women’s shoe styl- 
ist. He declared that for the first time 
in their lives women are going to have 
shorter heels with stylish lasts. The 
lower heel, he said, is primarily for 
comfort. The “Keg” and “Dutch Boy” 
heels are of the lower type, he said. 

Black suede, in Mr. Fuller’s opin- 
ion, will lead the ladies’ shoe hit pa- 
rade, with calf, alligator skin and other 
types following. Black shoes, with 
brown a close second, are foreseen in 
women’s colors, because of the “green” 
influence in dresses. Open toe shoes are 
forecast in the dressier types. The 
“bulldog” toe, originated from the ski 
boot, is also expected to grow in pop- 
ularity. 

On the other hand, brown shoes will 
be for the well dressed men, according 
to J. D. Tobias, Beloit, Wis. His guess 
is that brown will outsell black four 
to one. Fall colors for men offer a 
greater variety than a year ago, he 
said, and also of interest will be the 
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Cut Down “RETURNS" 


“Profit leaks’’ in many shoe stores 
are caused by the return of improp- 
erly fitted shoes. Shoe merchants 
who use X-Ray Shoe Fitter as part of 
their regular fitting routine have 
made “‘returns”’ and “adjustments” 
+ “J; wg a negligible item... 
X-Ray Fitting can do the 
same for you. ..will quick- 
ly pay its way as a “‘profit 
rotector”’ alone. rite 


xr complete information. 


X-RAY SHOE FITTER, INC. 


3533 N. Palmer Street, Milwaukee, Wisconsin 




















new “antique,” a revival of the boot- 
maker’s custom finish. 

The paramount change in men’s 
shoes, Mr. Tobias said, is in weight. 
Purely a matter of style, soles have 
been made heavier and wider. Peasant 
plain-toed shoes are new and similar 
to the bulldog-toed ladies’ footwear. 
Dutch influence in men’s shoes is 
evinced in the new “Dutch Boy” shoe. 
“Barges,” last year’s highlight, have 
been streamlined to a certain extent, 
and for women, exclusive of the Sum- 
mer shoe, the open heel is closing up. 

Approximately 100 lines of shoes 
were included in the exhibitor demon- 
strations during the 3-day convention. 
In addition to the three full floors of 
exhibits by wholesalers, “spotted” ex- 
hibits marked four other floors in the 
hotel. 

Theater parties, luncheons and simi- 
lar events kept the ladies active during 
the convention business sessions at- 
tended by the men. 





Bowen Succeeds As Manager 


Miami, Fita.—R. L. Bowen is suc- 
ceeding O. C. Miller as manager of 
the better shoe depratment at Bur- 
dines. He was formerly in charge of 
the budget shoe department. Mr. Miller 
has left Miami and is now with the 
shoe department at Maas Brothers, 
Tampa. 
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Philadelphia 's Foremost Hotel 


1. Foremost in size—1200 rooms, all with 


bath, circulating ice water. 


2. Foremost in value—more for your 

money in honest-to-goodness comfort. 

3. Foremost in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 
4. Foremost in food—3 excellent restau- 
rants. Air-conditioned in the summer. 


The BENJAMIN FRANKLIN 


SAMUEL EARLEY, Managing Director 


* 





* 





J.M. CONNELL 
SHOE CoO. 
of South Braintree, Mass. 


finnounce a New Line 


of WOMEN'S STYLE 
ORTHOPEDIC SHOES 


BOSTON SHOE FAIR 


at the 


JUNE 5-8 





ROOMS 505 & 507 
PARKER House 








Also displaying a fine line of sport shoes . . 
styled and made with traditional CONNELL 


workmanship, fine quality, and extra values. 











* 











Romig Joins Jarman 
Selling Staff 
NASHVILLE, TENN.—The addition of 


‘ Kenneth Romig as sales representative 
of the Jarman Shoe Company, selling 


KENNETH ROMIG 


division of General Shoe Corporation, 
Nashville, Tennessee, has been recently 
announced by Maxey Jarman, presi- 
dent. 

Mr. Romig’s territory will include 
Eastern Pennsylvania and New Jersey. 


Sanitized Calf Leathers 


“One of the most potent appeals in 

selling today is the urge to protect 
personal daintiness,” says Ohio Leather 
Co., in an announcement telling of the 
introduction of the Sanitized treatment 
in their line of calf leathers. “But 
shoes have continued to present a 
problem to the fastidious woman. The 
outside can be shined, but heretofore 
there wasn’t a single thing that could 
be done to the linings. And there is 
probably no article of clothing which 
needs freshening more than shoes. It 
is perfectly natural for active and 
healthy feet to perspire, but it is a 
well-known fact that perspiration 
causes lingering and unpleasant odor 
in shoes, causes decomposition of the 
leather fibres, makes shoes uncomfort- 
able to wear. Women seek to over- 
come this by alternating the shoes they 
wear, but even this doesn’t help. The 
decomposition of leather continues 
even when the shoes are not being 
worn. 
“ ‘*Sanitized’ not only acts to prevent 
the formation of perspiration odor in 
shoes but is actively antiseptic and 
self-sterilizing as well.” 

Ohio Leather Company’s “Sanitized” 
calf leather will also be used in the 
manufacturing of handbags, insuring 
absolute hygienic cleanliness to this 
much handled article. Many manu- 
facturers have already introduced San- 


itized lining leather into their Fall 
lines, recognizing it as a definite selling 
appeal. 


Only One Show for Atlanta 


ATLANTA, GA.—The sponsors of the 
Atlanta Shoe and Ready-to-wear Expo- 
sition, with Max Levin as managing 
director, have taken over the interest of 
the Atlanta Shoe Fair. Consequently 
there will be only one shoe show held 
in the city of Atlanta, instead of two as 
originally scheduled. 

The Atlanta Shoe and Ready-to-wear 
Exposition, formerly scheduled to be 
held at the Atlanta- Biltmore Hotel, 
July 3, 4 and 5, will be held at the 
Henry Grady Hotel, July 17, 18 and 19. 
The change is due to the fact that the 
Henry Grady Hotel is located in the 
heart of the city. The dates of the show 
have been changed because of the holi- 
day, July 4. 


Correction 


New YorK—It was stated on page 77 
of the May 27 issue of Boot AND SHOE 
RECORDER that Walter Mulberg, pro- 
moter of a transparent sun-blind which 
permits light to fall through a display 
window onto merchandise, but which in- 
hibits the destructive actinic rays of 
the sun, was located at 6.West 23rd 
Street, here. This is incorrect. The cor- 
rect address is 46 West 21st Street, 
New York City. 








SHU- SHIN E Apel 


OSMIC CHEMICAL COMPANY 
BROCKTON, MASS. 
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Boston, Mass.—The Boston Shoe mayor, Maurice J. Tobin, who will tee 


Fair’s Golf Tournament 
officially opened by Boston’s popular 


will be off at 9 a. m. on the opening day of 


the Fair, Monday, June 5, at the Wol- 





laston Golf Club, North Quincy. 

This tournament is expected to be 
the largest and most successful ever 
conducted by the Boston Boot and Shoe 
Club, in the opinion of Marcus Mc- 
Weeny, chairman of the publicity com- 
mittee and shoe buyer at the Kennedy 
Stores. 

All visiting shoe buyers will be the 
guests of the club and a large array of 
prizes have been procured for the 
withers in all divisions of play and for 
all branches of the trade—shoe buyers, 
manufacturers, tanners and members 
of the allied industries. 

A buffet lunch will be served all 
players and, with perfect weather 
predicted, everyone is assured of a 
most enjoyable outing. 


Eckhard to Devote Full 


Time to Store 


Kansas City, Mo.—John E. Eck- 
hard, who for the past 15 years has 
represented W. B. Coon Company in 
the mid-west territory, has resigned his 
position and will now devote his entire 
time to his store, where he will con- 
tinue selling Wilbur Coon shoes, but 
only at retail. His store has shown 
such an increase in sales that Mr. 
Eckhard will have to give it his con- 
stant attention from now on. 

T. F. Stubbs, formerly sales repre- 
sentative for P. W. Minor & Sons, will 
succeed Mr. Eckhard in his territory. 
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Hygienized Process 
For Leathers 


New York—To meet the ever-in- 
creasing demand in the shoe trade for 
leathers that are antiseptic, a scientific 
discovery of importance to the entire 
leather industry has been announced. 
It is the Hygienized process—a method 
of treating shoe lining leathers to 
inhibit the bacterial growth which 
causes objectionable perspiration odors. 

The process was developed by Dr. 
Rudolph Rebold (B.S., M.D., D. Chem., 
a graduate of Lausanne University, 
Switzerland) in association with Dr. 
Frank J. Sowa (B.S. M.S. and Ph.D., 
formerly professor of chemistry of 
‘Notre Dame University) two scientists 
who had long recognized the need for 
just such a leather treatment. 

After four and a half years of re- 
search, they found the solution to their 
problem in the Hygienized process 
which was made public only this month. 
Together they have formed the Hygea 
Research Corporation of New York 
City, which exclusively controls this 
new treatment. 

The following tanners, making kid 
linings, have been licensed to use the 
Hygienized process: Allied Kid Com- 
pany, Amalgamated Leathers Company, 
L. H. Hamel Company and Surpass 
Leather Company. Among the sheepskin 
lining group the licensees are: L. H. 
Hamel Leather Company, A. C. Law- 
rence Leather Company, and Winslow 
Brothers and Smith Company. Pacific 
Mills, manufacturers and finishers of 
shoe linings, have also been licensed. 

By means of many experiments and 
rigid tests in the laboratory and in 
actual use, proof has been established 
that the Hygienized process not only 
acts to prevent the formation of mold 
and renders the leather antiseptic, but 
that it also improves the qualities of 
leathers. 

It is shown that leathers treated 
with the specific material and which 
they call “Hygea-Lining” appear to be 
antiseptic in action throughout and 
that this action is equally effective 
against bacteria and molds—the causes 
of offensive odors. 


Record Registration 
At Midwest Shoe Fair 


CINCINNATI, OHIO—The Committee 
in charge of registration for the Mid- 
west Shoe Fair has just announced that 
registrations both from manufacturers 
and retailers will far exceed those of 
previous years. 

The interest from all over the coun- 
try has been very gratifying and the 
committee feels that the entire industry 
is now recognizing the Midwest Shoe 
Fair as a convention of national im- 


Marcus Rice, of Famous-Barr, St. 
is one of the outstanding shoe 
the industry who is planning to 
the current Midwest Shoe Fair. 

. Rice feels that the Shoe Fair has 

itself to be of considerable 
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Fashion Clinic at California Convention 





Advance Registration for Los Angeles Meeting Points to 
Largest Gathering in History of Shoe Conventions Here 


Los ANGELES, CALIF.—Manufacturer 
and retailer registrations for the Cali- 
fornia Shoe Retailers’ Association con- 
vention to be held in this city from 
June 11 to 14 have already passed 
those of former events. Appreciating 
fully the greater responsibility, the 
association directors and convention 
management have planned a program 
packed full of value and enjoyment. 

With the Biltmore opening its rooms 
so that exhibitors can set up their dis- 
plays on Saturday, June 10, Sunday 
will be devoted to merchandise exami- 
nation by buyers who are coming from 
all over the West. Sunday evening is to 
be featured by a “Fashion Clinic” to be 
conducted by Blanche Bea Swenson, 
division manager of fashion merchan- 
dise at the Broadway Department Store 
in Los Angeles and regional director 
of the national “Fashion Group.” At 
a Monday morning breakfast, the 
C.S.R.A. directors will hold their first 
convention board meeting. The Monday 
luncheon will mark the official opening 
of the convention, with Paul Jesberg 
as general chairman. C.S.R.A. Presi- 
dent Clarence H. Fontius will present 
his message. L. E. Langston, execu- 
tive vice-president of N.S.R.A., will 
speak on “Meeting the Requirements 
of an Industry.” Miss Esther Lyman, 
merchandise editor of Harpers Bazaar, 
will counsel with assembled shoemen 
on “How to Make Fall Shoes Click.” 

Tuesday, the third day of the con- 
vention, will likewise start with a Bilt- 


more Breakfast, this one, however, 
open to all convention registrants. This 
breakfast will take the form of a 
“Round Table” discussion conducted by 
Russell Werner, C.S.R.A. vice-presi- 
dent. The featured subject will be the 
“Control of Clearance Sales.” It is an- 
ticipated that this discussion may pro- 
duce some practical plans for the 
handling of this important part of shoe 
merchandising. The discussion will 
also be open for other problems of the 
industry. 

Tuesday evening will bring the Con- 
vention Banquet and Dinner Dance. 
A feature of this occasion will be the 
exciting Golf Calcutta Auction in 
preparation for the Golf Tournament 
on the following day. Entries for this 
Wednesday Tournament are piling up 
and so are prizes. 

In addition to the actual events of 
the convention program, guest audi- 
tions at the Hollywood studios of NBC 
and CBS, and other “sight-seeing” 
trips are being arranged. It is antici- 
pated that more wives will accompany 
registrants at this convention than 
ordinarily, for the closeness of the 
Golden Gate Exposition and the loca- 
tion of the convention in Southern 
California’s “Vacation Land,” provides 
an unequaled opportunity for combin- 
ing business and pleasure. Last-minute 
registrations by both manufacturers 
and retailers should be addressed to 
Charles Kirsner, C.S.R.A. Convention 
Manager, Biltmore Hotel, Los Angeles 





value to the shoe industry as a whole 
and, for this reason, has assured the 
committee of his continued interest and 
belief in the Fair and in its purposes. 


Big Attendance Expected at 
Michigan Summer Show 


Granp Rapips, Micu.—The Michigan 
Summer Shoe Fair, sponsored by the 
manufacturers’ representatives and 
shoe retailers of this state, to be held 
at the Pantlind Hotel, Grand Rapids, 
June 25, 26 and 27, promises to be one 
of the most outstanding trade events 
of this part of the country, according 
to Curtis W. Johns, chairman of the 
publicity and entertainment committee. 

Reservations for display space are 
being received from most of the na- 
tion’s best known lines and the retail 
attendance gives promise of exceeding 
all past records. The retailers are espe- 
cially eager to attend this showing of 
Fall styles because of the opportunity 
to inspect so large a number of lines. 
Because of fast-changing style tenden- 
cies the past few seasons, this oppor- 
tunity is an invaluable aid to the mer- 
chant in selecting their shoe stocks for 
the coming Fal! season. 


Sunday, June 25th, the opening day 
of the Fair, will be devoted to registra- 
tion and inspection of the lines on dis- 
play. The two following days will be 
confined to the usual business routine. 
Entertainment features embrace a 
Monday night “Smoker,” with varied 
amusements offered, and, as a climax, 
a “Frolic” on Tuesday night, with 
dancing to the music of a well known 
orchestra and a spectacular floor show. 

The enthusiastic support and co- 
operation being given this event is a 
flattering testimonial to the superbly 
staged 1938 Fair, which struck a new 
note in shoe convention annals. The 
following shoe travelers, all of whom 
served last year, comprise the execu- 
tive committee: Carl E. Verburg, 
general chairman, Wm. Brooks Shoe 
Co., Nelsonville, Ohio; H. B. Lovall, 
secretary-treasurer, Roberts, Johnson 
& Rand Shoe Co., St. Louis, Mo.; Curtis 
W. Johns, publicity - entertainment, 
Groves Shoe Co., Chicago, IIl., and E. 
H. Dickinson, registration - attendance, 
James Shoe Mfg. Co., Milwaukee, Wis. 
These shoe men, all residents of Grand 
Rapids, are being ably assisted by com- 
mittees from the retailers’ and trav- 
elers’ groups. 
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SALESMEN WANTED 


LINE WANTED 





wire salesman: 


A REAL money making opportunity for a live- 


tories creates vacancies for several men to sell 
a fast styled line of Women’s in-stock, Novelt 
shoes to retail for $1.49 to $1.98. New Novel- 
ties sent every week. Proven patterns from the 


best factories in this grade, priced ht, com- 
mission basis only. Give full details as to 
ability, experience, age, territory covered, pres- 
ent and last employment. on Novelty Shoe 
Corp., 120 Lincoln St., Boston, Mass. 





WISCONSIN and the CAROLINAS 
open to live wire men who have been selling 
in these territories. Ours is fast styled In- 
Stock line Women's Novelty Footwear offer- 
ing real oppertunity for volume sales and 
earnings. 


Address Shua-Stiles, Ine., 1214 
Washington Ave., St. Louis, Mo. 











SALESMAN— With a following of shoe chains, 

department stores and jobbers to represent 
manufacturer making a line of children’s pre- 
welts. Address $268, care Boot hoe 
Recorder, 239 West 39th Street, New York, 
me es 





SALESMEN New England Slipper Manufac- 
turer popular price In-Stock line felt, fabric, 
leather, turn slippers. Commission basis only, 
to be sold with non-conflicting line. A _ real 
money maker. Territory open, Texas, Kansas, 
Nebraska, Minnesota, Iowa, Dakotas, entire 
Pacific Coast. Address $269, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





EXPERIENCED SALESMAN wanted to rep- 
resent a St. Louis in-stock se featuring 
a beautiful line of women’s novelties, a 
oxfords, and arch shoes to retail at $1.95. Com 
mission basis only; payable weekly until proven 
deserving of a drawing account. Territories 
homa and Texas, Kansas, Arkansas 
and Louisiana, Tennessee, Mississippi and Ala- 
In reply give references, age, amount 
of sales for five years, and whether you 
cover the territory by car. Address $273, care 
Boot & Shoe Recorder, 1627 Locust St., St. 
Louis, Mo. 


New arrangement of terri- 


| be carried in conection with established Pre 
| Welts. One to Twelve sizes. Selling large De- 
| partments and Chains. Texas, Louisiana. Ad- 
dress $274, care Boot & Shoe a 238 


West 39th Street, New York, N. 


W ANTED— Line Compo’s, Infants, Childs, 
| Misses, Manufacturers direct; case lots. To 





| POSITION WANTED 





| ALESMAN-BUYER—Wholesale, retail, 11 

years’ shoe experience, capable of store man- 
agement, efficient, reliable. Address $270, care 
Boot & Shoe mngeoter, 239 West 39th Street, 


New York. N. 








SHOE man, 22 years old, 7 years’ experience 
in family shoe store, capable manager. Ad- 
dress $275, care Boot & Shoe Recorder, 239 


West 39th Street, New York, N. Y 








PATENT ATTORNEY 





PATENT YOuR EDE/ 


WANTED TO SUB-LEASE 








Well established shoe store wishes to 
sublease men’s department $4 to $10. 
Permanent front window in 100% le- 
cation. Will also sublease boys’ and 
children’s departments. 

Address No. 271 care BOOT & SHOE RECORDER 














| 239 West 39th Street, New York, N. Y. 
| 
| 


WANTED TO PURCHASE 








Buyers of Surplus Stocks 


tral? will, buy survins or entire stocks of shoes 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 


SARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. 


Telephone WORTH 2-5180-518i 


¥. 



































FOR RENT 
HOE t, Specialty Shop, Massillon, 
5". ae b drowiag | thing 
818. a selling 
pn sine $267, care Boot & Shoe 


pace ress 
ance. 239 West 39th Street, New York, 
i Ee 








HELP WANTED 
WANTED: high style model cutter, one who 
understands fitting. State , salary ex- 
pected, and factories ge ag Sy ed for. Ad- 


dress $272, care Boot 
West 39th Street, New York, N. Y. 











Santa Monica, CALir.—The entire 
second floor of the Henshley Depart- 
ment Store is being modernized. The 
women’s and misses’ shoe department, 
which is located on this floor, is being 
enlarged as well as being beautified. 
Better interior displays, new carpets, 
more seats and increased stock facili- 


WE BUY 
Entire or us Whol 
Stocks. Also Branded Sh 


ity, Arch’ Preserver, Queen Quality, 
tenlane, Bteteon, Bed’ Ones, Nusa Bush, Bte. 
IRVIN BUBIN 
“The House of Jobe” 
St., Cor. Church 





88 Reade 
Phone Barclay 7-7887 New York City 














ties are being installed in this fast- 
growing department. 

“In the class of shoes we handle, we 
feel we must present an exceptionally 
smart appearance,” said J. C. Tate, 
who personally operates all the shoe 
departments in this store. He reports 
his men’s and boys’ shoe business, lo- 
cated on the street floor, is showing 
nice healthy increases. “Nothing of 
a sensational nature, but just a steady 
growth consistent with selling good 
shoes in the right manner,” he ex- 
plained. 








mum charge, 75 cents. For all other classified 
When a box number is desired twelve words should be added for the address. In 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication “®® 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


all other cases each word of the 











a oh oe 
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MERCHANTS’ NEEDS 





TLL AY LDP 
noe Re -Shaping Dey 


>, Alter Shoes to Fit 


Abnormal Feet 


Moke +t 


NDE SHOE RE-SHAPING DEVICES, INC 








Make Graduation Pay 
[CONTINUED FROM PAGE 52] 


The second note lets the word “shoe” 
in the signature tell the merchandise 
story. If you think it too subtle, add 
a postscript. “P.S.—We have gradua- 
tion shoes, if you are in need of them.” 

While there was discussion about 
changing styles and colors in children’s 
footwear at the last Styles Conference, 
inquiry among stores in various parts 
of the country indicates the continu- 
ance of a desire for rather conserva- 
tive shoes for graduation. Here are 
some of these opinions: 

VANCE SHOE COMPANY, GADSDEN, 
Ata.: “We are not expecting colors to 
have any effect on footwear for grad- 
uation, especially for the girls. The 
girls will wear either white or silver. 
This applies to our section of the coun- 
try. 
“The boys will wear white with quite 
a few using the lighter two-tone ef- 
fects.” 

. * . 

THE Mason SHoe Company, SAN 
Jose, CALIF.: “We do not anticipate 
any different demand for graduation 
shoes than we have had in the past. 

“About the only trend we are con- 
scious of is a marked demand for less 
expensive shoes for the younger girls. 

“We will feature white medium heels 
in kids and linens.” 


* * * 


JAMES F. Connon & Sons, CHARLES- 
TON, S. C.: “Color will play very little 
part in graduation shoes here; the 
girls in grammar school will wear 
white toeless sandals, otherwise as 
usual, a white slipper; boys usually 
wear all white, although during 1939 
more brown and white have been worn. 
This holds good for high schools, also.” 


7. * *# 


THAYER McNew Company, Boston, 
Mass.: “I do not think these changes 
(in styles and colors in children’s foot- 
wear) will have any marked effect in 
the selection of graduation shoes for 
boys and girls in grammar school, with 
the possible exception that the girls 
will probably go into open toes this 


Dates to Remember 


Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 11, 12, 13, 1939 
lowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
June 1}, 12, 13, 1939 


Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 11, 12, 13, 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 18, 19, 20, 1939 

Michigan Summer Shoe Fair, Pant- 
lind Hotel, Grand Rapids, Mich. 

June 25, 26, 27, 1939 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

June 26, 27, 1939 

Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 

July 9, 10, 11, 1939 

Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 

July 9, 10, 11, 12, 1939 

Annual Outing, Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 

 orsdpeaipperne sete July 13, 1939 

Atlanta Shoe and Ready-to-Wear Ex- 
position, Henry Grady Hotel, At- 
Be GS “cccesces July 17, 18, 19, 1939 


Buffalo Shoe Travelers Style Show, 
Dh Dis Be csvessed August 6, 7, 1939 


Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11, 12, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 

September 18, 19, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 





season more than in the past. The high 
school girls will have, of course, the 
same selection of style as the women, 
and will, no doubt, get away from the 
old conventional one-strap that they 
used to wear. I believe, however, that 
they are sticking pretty close to the 
all-over white shoes for this purpose. 
I can see no change in the conventiona: 
all-over black shoes for boys.” 
* * me 


Fotey BrorHers Dry Goops Com- 
PANY, Houston, Tex.: “We can see no 
radical change in types or colors for 
graduation exercises this season. 

“In this section of the country it will 
be white all the way, with maybe a 
sprinkling of patent leather. As for 
patterns: pumps, straps and T-straps 
and gored step-ins for misses and girls; 
white buck with wing tip for youths 
and boys. 

“Provided the idea of more color and 
change of pattern is accepted a varia- 
tion will be noticed next season.” 


[6 


MERCHANTS’ NEEDS 





PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit large around the top 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk witb- 
out harm. 


Special combination offer $25.00 (fluids in. 
cluded in above prices) f.o.b. Indianapolis, 
indiana. 

Eastern Representative: Charles Heary Brows 
& Son, Marbridge Bidg., New York City. 


Send your order or write for detail informatics 


E. C. SMELTZER CO. 


121 BE. Gist Street, Indianapolis, ind. 





No Mis-Mates with Mate Marks 
2450 2450 2450 
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I. MAGNIN & COMPANY, Los AN- 
GELES, CALIF.: “I am sure the changes 
in style and color will not have a defi- 
nite effect on the shoes to be selected 
for graduation by boys and girls in 
grammar and high schools. 

“The great majority of students 
wear white shoes in our section of the 
Southwest.” 

* + * 

Styles may come and styles may go, 
but human nature goes on forever, and 
that gracious, personal angle in your 
promotions for graduation shoes will 
help to increase friends and hold those 
you have, if it is sincere. 


Invents Tip-stretching 


Machine 


PoTTsTown, Pa.—H. H. Anderson, of 
this city, has perfected a tip-stretching 
machine which will stretch only the tip 
of the shoe, leaving other parts in their 
original shapes. The machine is also 
useful in reshaping dented tips. 





